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‘““Home Electrical’? Exhibits This Month and Next Will Speed Electrical Gift Buying 


OVEMBER and December are not 

too late to hold Home Electrical 
exhibits, for in most sections of the 
country bright, clear weather can be 
counted on up to December 25. 
Home Electrical exhibits during these 
are doubly effective when 


months 


And 
St. Paul, Minn. 











people are thinking definitely about 
what to buy and give for Christmas. 

Even if an occasional bad day is 
expected, an awning and tents for the 
waiting throngs will solve the problem of 
rough weather outside, as was done at 
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Empty Shelves Will Make No Sales at 


Christmas Time 


Will your store be filled with 
attractive gift merchandise 
all through the Christmas 
selling season? 


And will your stockroom be 
in shape to back up your 
store with fresh supplies of 
Christmas merchandise clear 
through to Dec. 24th? 


e 


Now is the time to check up 
your stocks and see that they 
will take you through the 
holiday selling season. Filled 
shelves invite buying and 
suggest additional electrical 
purchases. Empty shelves 
disappoint customers, destroy 
confidence, and lose sales— 
for Christmas shoppers, told 
once that you are “out of 
that” will not wait, nor 
come again! 
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Beware of Empty Shelves 
Next Month 


“WA do stores have shelves in them and 


show cases? There must be a reason. The theory is 
that goods upon these shelves help the merchant sell. 
The customer is impressed with the size and variety 
of the stock. He sees “something else” and buys it. 
It attracts trade. (Good display increases business. 
The principal difference between an interesting store 
and ‘“‘vacant premises” after all is stock upon these 
shelves and in the cases. 


All right then—what does this mean to the electri- 
cal dealer, just now? 


With Christmas selling but a month away the need 
for completing stock preparations is becoming 
urgent. An empty shelf makes no money for any man 
and idle shelves cost as much as working shelves are 
Be sure that there will be no empty spots 
on your shelves after the first week of Christmas 


shopping. 


You have selected stocks that you believe will sell 
best to the holiday shopper. Go a step further now—- 
be prepared to fill the holes in all these shelves as 
they appear. Provide enough reserve stock ready to 
move in so that no profitable sales need be passed up 
because “the last one was just sold.” 


worth. 


Christmas shoppers cannot call again. They wil! 
not wait. They will turn away from empty shelves 
and the merchant will sacrifice good cash profits 
every time. 


Beware the high cost of idle shelves -— especially 
at Christmas time! 
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Getting Ready for 





“Wire for Electricity 


—for Christmas!”’ 


C. Thompson, electrical 

* contractor of New Bed- 
ford, Mass., advertised elec- 
trical installation for Christmas 
gifts: 

“There’s one gift, Mr. Head- 
of-the-House, that will serve 
for your whole houseful—and 
make you the most popular 
member of the family. And it 
will be a gift from which you 
will benefit as well. 

“Electric service will trans- 
form your home, giving added 
comfort, convenience and cheer. 
With your home wired, you 
have, at your command, for the 
touch of a button, better light, 
subdued or glowing and many 
time and labor-saving or plea- 
sure-giving appliances. Elec- 
tric service will add to the 
happiness of the whole family 
—not only as a Christmas gift, 
but for many many years to 
come! 


“Wire for Electricity—Do it 
for Christmas. 





to put the money. 


Christmas gifts. 


Get Your Share of This 
Christmas Cash 


At Christmas time the whole population 
wanders around with a certain amount of 
cash in its hands, looking for some place 
Few people start out 
with any idea as to what they are going to 
buy with that money. They have one idea, 
however, and that is to get rid of a certain 
amount of cash. Here are these thousands 
of folks wandering about with money in their 
hands and most of them not having the slightest 
idea where to leave it. 
never thought of electrical appliances as 
Get your store and sales 
organization ready to cash in on this Christ- 


mas harvest. 


Many of them have 


Picture the Family— 
with Gifts 


PROCURE a set of pictures 

of mother, dad, sister, 
brother, baby, grandma and 
the bride, and feature them in 
your window, each with a 
group of appliances suitable for 
gifts. Such pictures have been 
often published as a series and 
should be readily available. 
Such a display will give a 
distinct appeal to your store or 
window display. 


“Lights on for 
Christmas” 


T= amount of things—wir- 
ing, fixtures, lamps — that 
you got for $72.90 from the 
Union Gas & Electric Company 
of Cincinnati, Ohio, seemed 
overwhelming—to say nothing 
of having the lights turned on 
before Christmas. Instead of 
merely saying that a five or six 
room house would be wired 
for that price, the company 
took big advertising space and 








Christmas Suggestion Service 


WEITE to selected names on your 
customers’ list and offer a Christmas 
Suggestion Service, to all who will call prior 
to, say, December 10. Let them come and 
tell you what electrical equipment is already 
in the home they wish to send a gift to, and 
then you can advise them what to buy 
next. Many people feel incompetent to 
select electrical appliances. Such a service 
would sell many appliances and give much 
reliable information. 


A Window Display 
“for Mother” 


Buda fireplace of packing boxes in the 

center of your window, covering it with 
paper resembling brick. Place an imitation 
log fire in the fireplace. Hang stockings full 
to overflowing with small gifts for children 
on the fireplace. Set a small tree, decorated 
with lights, tinsel, etc., near the fireplace. 
Set a washer or cleaner at the tree, tagged 
“For Mother” or “For Her.” Fill out the 
corners of your window with cards, such as— 


Many a housewife is thankful that her 
labors are lightened by these helpful time 
saving, economical electrical appliances. 

A list of electrical Christmas suggestions. 

A list of the things the cleaner will clean, 
with and without attachments. 


Appeal to High School 
Students 


G>T the names of the local high school 
students, and write each a _ letter 
suggesting that he or she give Mother some- 
thing electrical that will save her labor and 
bring her comfort. Mark your letters 
“‘personal.”’ Make a special appeal to the 
members of the domestic science class. 


Feature a Window Calendar 


"TEN days before Christmas set up a 
daily calendar in your window—good 
sized cards reading—“‘Only 9 days left for 
shopping; Give something electrical and 
have the job done.”” Group a few gift ap- 
pliances about the card and advertise the 
same message in the newspaper with definite 
suggestions every day. 





“Doll up” the standard articles so that they 
reflect the Christmas spirit. Use bright red 


Christmas boxes, holly paper, 


ribbons, 
Christmas stickers to make a holiday array. 
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in big type told, room by rcom, 
what went irto it. Like this: 
Two bedrooms—brass ceiling canopy and 
pendant, in each, with 6-in. decorated glass 
shades. Key sockets (turn buttons). By 
the time a living room, dining room, kitchen, 
bedrooms, hall or study, bath and basement 
are listed in this manner, the job looks cheap 
at the price. And it takes something im- 
pressive like this, when there are so many 
bids for the family allowance, to get them to 
‘Make it An Electrical Christmas.” 


“For the Folks Hard 
to Please’’ 


‘THE San Diego Consolidated Gas & 
Electric Company of San Diego, Cal., 
featured electrical Christmas gifts for 
mother, for dad, sister, brother, grandma, 
and the home. It used as an introductory 
parhagraph: 

“On Christmas morning, the Santa Claus 
who represents thoughtful and practicable 
people will distribute lots of electrical gifts 
—and those are the gifts that will be 
remembered and appreciated.” And the 
closing paragraph was: “Your electrical 
dealer has all these gifts in his stock and 
even has something for that friend ‘who’s 
so hard to please.’”’ 


No Home Can Have Too 
Many Lamps 


“T IGHTING the Way toa Merry Christ- 
mas for Someone” was the heading of 

a full column of lamp advertising used by 
Kaufmann & Baer Company ot Pitts 
burgh, Pa. ; 

“In these days of indirect and subtle light 
ing effects no home can have too many 
lamps—especially when the lamps are ob- 
jects of art besides serving a useful purpose. 
A few of the myriad lamps are shown. Then 
each lamp was pictured and underneath it 
the picture in a panel’ was a sub-heading 
such as “Polly-the-Parrot Lamp” (for child- 
ren’s rooms), “From Czecho-Slovakia” (night 
lamps), “For Her Who Reads” (bed 
lamps), “In a Dark Foom or Hallway 
(cylinder lamps.) 
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Message from St. Nick 


J WORD to the Wise,” led off a 

Christmas advertisement of The II- 
luminating Company of Cleveland, Ohio, 
which continued: 

“Old Saint Nicholas has sent the follow- 
ing telegram to Moses Cleveland, published 
here exclusively: 

“You may spread the word about dis- 
creetly that my magical workmen have 
spent fifty of the last fifty-two weeks in sat- 
isfying the heavy demands of all your papas 
and mamas and Marys and Johnnys and 
Aunt Kates and have made it possible for 
me to bring carloads of electric grills, perco- 





Send lists of electrical gifts to your regular 


customers and to your prospects. These 
will come in handy for the shopper to check 
off gifts “for father, for mother, for Mary, 
for John—” 





lators, toasters, curling irons, tea urns, and 
irons and a hundred other electrical things 
all wrapped in tissue and newly designed 
boxes. Make all requests as early as possible 
Yours, Saint Nicholas.” 


Electric Gifts That Are Shared 


“FT\RUE, there may be an item or two that 

could only be devoted to personal use 
but electrical gifts as a rule, give every 
member of the family the benefit of their 
usefulness... Take a warming pad for 
instance. What member of the family would 
not share this gift with another? Or a 
toaster—surely all the family will enjoy the 
crisp brown toast that a toaster from 
Devere’s is guaranteed to give. .’—The 
Devere Electric Company, Cincinnati, Ohio. 


The Lamp That Sheds Light 
and Cheer 


“(CHEER bringing gifts at Christmas and 
always—Even in ancient mythology 
and folk stories, as well as in Christian 
legends, the lamp is typical of all things fine, 
noble and healthful. So at Christmas, in the 
giving of a lamp that sheds light and cheer, 
sense and sentiment are so happily com- 
bined that your gift is symbolical of the 
very spirit of Christmas.”—D. H. Holmes 
Company, Ltd., New Orleans, La. 


Lamps of Form and Color 


THE Edw. Malley Company, New Haven, 
; Conn., urged Gift Lamps: 

‘Few have enough lamps—and we don’t 

believe anybody has too many. The more 

ps the more light and color. Lamps to- 

y have a double duty—illumination— 

decoration. They must not only diffuse a 


A Flood of Ideas to Help You “Make This 


an Electrical Christmas” 


soft glow—but also add to the charm of the 
room by adorning it with beauty of form 
and color. These lamps do their full duty.” 


Now That Torcheres Are 
All the Rage 


ss RS. Santa Claus Sent Us These 
Torcheres” was the headline that 
Klingman’s, Grand Rapids, Mich., used for 
lamp advertising. ‘‘Mrs. Santa, whose 
artistic taste in things for the home is 
really ahead of her jolly little husband’s, 
picked out these lovely lamps for Klingman 
and we are sure you will commend her good 
judgment when you see them, etc., etc.” 


Double Outlets Make Xmas 
Gifts Convenient 


FTER Christmas the Commonwealth 
Edison Electric Shops, Chicago, adver- 
tised duplex portable outlets: ‘““Makes appli- 
ances received as Christmas gifts handy to 
use every day .. . receives current for 
two appliances through a single cord, 
screwed into overhead socket, or plugged 
into wall outlet. Handy in any room for 
extending cord on iron, heater, heating pad, 
etc.” 


When You Advertise Gift 
Certificates 


"THE electrical dealer who issues gift 
certificates may like the way a famous 
Chicago merchant explains them to the 
public: 
Certificates for Gifts 

Just the Thing— 

if you’ve any doubt 

if you haven’t the time to shop 

if you’ve left your shopping until the last 
minute 

if you’re giving in quantities to friends, 
relatives or employes 

if you want to be sure the recipient will 
get what he or she wants. 

For any amount to be redeemed at any 
time. 


Make This a Radio Christmas 


“Don't forget”—and mother would tie 
a piece of string around your finger. 
Now mother goes around the house with a 
string tied on her finger. For she’s planning 
a surprise for the family. And she doesn’t 


want to forget. She just simply must get 
them that headset for Christmas 

—“‘And Johnny he’s also tied a string to 
mother’s finger—but a mental one. He’s 
praying all the time that mother won’t for- 
get to get him that set for Christmas. 
‘Gosh, the whole family can listen in,’ says 
Johnny. ‘You can hear grand opera, jazz 
music, concerts ’n everything.’’—Radio 
Shoppe, Chicago. 








Take Advantage of Christmas 
Savings Clubs 


‘TAKING advantage of the fact that many 
banks pay,. just before Christmas, the 
sums due to depositors upon their Christmas 
savings clubs, the Tennessee Electric 
Power Company] of Chattanooga used a 
half-page advertisement with the theme 
“Here Are the Best Values for Christmas 
Savings Checks.” This half-page was 
broken up into fourteen smaller spaces, each 
of which described and priced some elec- 
trical appliance—from curling irons to 
washers. 


Two New Electrical Aids for 


Santa Claus 


= CHRISTMAS Star for the wreath in 

the window, for the large tree, for in- 
door decorations, for plays and entertain- 
ments. Revolving tree holder—This 
holder will outlast a dozen trees!’’ — Com- 
monwealth Edison Electric Shops, Chicago. 


Electricity the Reliable 
Servant 


‘W[ HE Diary of a Christmas Elevator” 
was an interesting little column run 
by the La Salle & Koch Company of 
Toledo, Ohio. Among the things it said was: 

“I can’t resist reminding you of electric 
irons, toasters an’ things—wonderful gifts 
for the woman—because I get my energy 
from electricity and I know how reliable it 
is;”” 


“Come Out of the Christmas 
Crowds’”’ 


“Po the Last Minute Shopper adver tised 
the Central Electric Company, Chi- 
cago—Avoid the crowded sections of the 
Loop and make your Christmas purchases 





Christmas anthems by radio on Christmas 
Eve? Easy! Show your men customers 
how simple it is to set up a radio set and 
have a real 1923 Christmas celebration, 
with radio as the center attraction for the 
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whole family. 
age husband will get more unalloyed joy 
from tinkering with a radio set, than he 
can from any other expenditure at the same 
price, 


Remind wives that the aver- 
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in one of Chicago’s largest electrical stores. 
At the Central Electric Company you will 
find a complete stock of highest grade elec- 
trical merchandise, away from the hurry and 
jostle of the last-minute Christmas rush. 
Here you can make your selections with 
ease, assured of quality and courteous 
service.” 


“Jiminy Christmas’ — Here’s 
How! 


} > poo but effective co-operative adver- 
tising for electrical merchandise was 
used in Lincoln, Neb.—effective because it 
talked in plain language: 

Jiminy Christmas! 

Only nineteen more days to finish that 
giftilist. Why not do it this way? 

Tom—Radio 

Mary—Electric chafing dish 
{ Mother—Vacuum cleaner 
, Dad—Electric flashlight. 

+ There is an electric gift for every one in 
the family—a gift that will give service and 
comfort for years. 

The co-operating was done by the 
Universal Electric Supply Company, 
Lincoln Gas & Electric Company, American 
Electric Company, Lincoln Traction Com- 
pany and Kingham Electric Company. 


Advertise Your Store as 
“Wonderland” 


HE Brush Electric Company of 

Galveston, Tex., addressed its invitation 
tojvisit its ‘‘Wonderland”’ 

To All the Good Galvestonians and 

Their Good Little Boys and Girls 

Wonderland was described as ‘“‘the Santa 

Claus paradise resplendent with hundreds of 
electrical features. It will do your eyes 
good!” 


Selling Them Xmas-Tree Sets 


“OF course, you will light your Christmas 
tree electrically—a Christmas tree all 
aglow with little lamps of many colors and 
many shapes adds life, variety and charm 
to your Christmas tree and provides the 
safest method of tree lighting. 

Tree Electric Outfit also makes a particu- 
larly fitting gift.”—-Capital Electric Com- 
pany, Atlanta, Ga. 


Electrical Gifts Are Unique 


}(RoM your own Christmas shopping, 
you know that the big mental effort on 
the part of every Christmas shopper is to 
give something different from the old stuff 
that has been passed around for years. 





MARK YOUR SHOPPING 
LIST LIKE THIS.-- 


Then come and inspect our complete dis- 
play of electrical gifts. 





Suggestions 





Dad 







Boy 


Curling Irons— 


acuum 





| 









| Siiver 





| Washing Machines $125 to $155 


up 


“Auto 













Sewing H 


{ 
86.75 up | 
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“Electric Trains 


Electric Lighting Outfits for Christmas Trees 





START THE NEW YEAR RIGHT 





By resolving to enjoy the comforts electricity brings 
-we will gladly submit complete prices on any wiring job | 








ELECTRICAL GIFTS ARE WORTH WHILE 


Hawes-Farmer Electric Co. 


245 Union St. Near Corner Sixth Phone 6037 











“Mark Your Shopping List Like This—Then 
come and inspect our complete display of 
electrical gifts,” suggested the Hawes- 
4 saga Electric Company of New Bedford, 
Mass. 

The list was divided into four columns: 
“Suggestions,” ‘Dad,’ “Mother,” “Girl,” 
“Boy” and ‘‘Price.” 





Originality is the desire. Electrical gifts fit 
in nicely here, because so few people yet 
have electrical appliances. 


‘““The Inquiring Reporter” 


“(\UR Inquiring Reporter” is a feature 
that is used by newspapers in a great 
many cities—the reporter going out and 
asking five persons a question previously 
selected. Marshall Field & Company, 
Chicago, used it in Christmas advertising: 
Our Inquiring Reporter 
asks: “‘What do you want for Christmas?” 
The replies, giving brief descriptions of 
merchandise and prices are, made by: 
Father—whose tastes are catholic but 
inexpensive. 
Mother—whose home is her pride but 
likes nice gifts for herself too. 
Brother—he’s fourteen and feels it. 
Sister—she’s about eighteen and likes 
everything that’s pretty. 





Why not make up some electric-lighted 
wreaths for sale. The eight lamps on the 
average series string of Christmas-tree 


lamps will lend a cheery sparkle to these 
indispensable window decorations. Display 
them around the store. 


After the Christmas Gifts 
Are Delivered 


‘¢ A FTER the Christmas gifts are de- 

livered, make sure that they can be 
used more conveniently—put in more 
wiring.” This was both the headline and 
the keynote of advertising used by the 
Winnipeg Electrical Contractor Dealer’s 
Association to tie up with the sale of appli- 
ances made at Christmas time, following 
Electrical Merchandising’s 1922 theme. Real- 
izing that there would be many new users 
and more outlets probably would be needed, 
the association took space in the newspapers 
to say: 

“Qualified electrical contractors—mem- 
bers of the Winnipeg Electrical Contractor 
Dealer’s Association—will give you compe- 
tent advice as to the most efficient and 
economical method to wire your home. 

“Unless your wiring is complete, you can- 
not get the fullest advantage from your 
electrical appliances. 

“The qualified electrical contractor dealer 
will study your problems as a whole—the 
wiring, the outlets, the fixtures, the appli- 
ances—and will prevent you with a solution 
in every detail. 

‘“Haphazard buying of appliances, and 
the employment of cut-rate contracting 
service inevitably bring disappointment and 
needless expense. 

“‘The greatest obligation that any member 
of the Winnipeg Electrical Contractor 
Dealer’s Association takes when he becomes 
a member is that of being ‘four-square’ to 
those who come to him for advice and 
service. 

‘Membership in the association is a 
guarantee of dependability not only of the 
merchandise sold, but of the service which 
the store and its staff stand prepared to 
render to clients. 

“When you wish advice or wish to buy 
electrical appliances—make sure, first that 
your electrical man is a member of this 
association. Then you will be sure of first- 
class work. 

“Buy your electrical goods from, and get 
your electrical wiring done by members 0 
the Winnipeg Electrical Contractor Dealer’s 
Association. 

“As a guide to future buyers of appliances 
and service a list of the members of the 
association was run in a paneled box in the 
center of the advertisement.” 


Xmas Lights with Each 
Washer 


Se Star Electric Company of Detroit 
Minn., had a demonstration of wash 
ing machines during the holiday shopping 
season and gave away an 8-light Christmas 
tree set with each machine sold during the 
demonstration. 


For the Hurried Shopper 


LECTRICAL merchandise appeared 

frequently in the items listed on a 
“Shopping Against Time” page run last 
year by Marshall Field & Company, 
Chicago, as the holiday drew near. The idea 
as explained editorially was: ‘‘This store 1s 
a boon for last-minute shoppers. . Our 
stock, in spite of unprecedented holiday 
purchasing, still offers an endless selection 
of choicest gifts. page of moderately 
priced gifts, classified according to price. - 
to save your time . . veritable index 
to easy shopping. : 

“Gifts for All Types of Men’’—Electric 
Cigar lighters. 

“The home at Christmas—Lest you for- 
get’’—electric toasters, grills, waffle irons, 
etc. 
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A Chance to Boost Electric 


Trains and Toys 


LECTRICAL dealers should watch for 
this to happen in their town or neighbor- 
hood. The Handley schools in Winchester, 
Va., held an exhibit, in a garage, of toys 
and books, suitable for children of all ages 
and invited the parents to inspect them. 
These exhibits were selected from the stores 
of Winchester by Miss Marie H. Schuster, 
supervisor of the primary department who 
had made a special study of suitable gifts for 
children of different ages. Circulars were 
sent by the superintendent of schools to 
parents explaining that the display would 
be made, that admission would be free, that 
no sales would be made, that most of the 
things could be found at local stores, that 
someone would be there to explain the 
suitableness of the toys for children of differ- 
ent ages and that the idea was merely that 
the schools should be helpful to the parents. 


Confidence in the Store 


“I SELECTED this all myself”’— This little 
girl knew from what she had seen and 
heard that grown-ups like to receive 
Christmas gifts that are useful and orna- 
mental—particularly electrical appliances. 

Accordingly she saved her pennies and on 
Christmas morning gave her mother an 
electric iron. It was representative of the 
best. That she knew. Let your child 
select appliances here, where you will also 
find something equally suitable for relative 
and friend.” Capital Electric Company, 
Atlanta, Ga. 


“Used Every Day in the Year” 


STREW little branches of holly on the floor 
of your window and from the center of 
the ceiling hang a big spray of mistletoe, 
from which let narrow red or colored rib- 
bons radiate to all corners of the window. 
At one side place a Christmas tree covered 
with tinsel, ornaments and lights, and hang 
with toys and dolls, while on the floor set 
larger toys and boxes, etc. This display will 
attract the attention of every child who 
passes and naturally, when the youngsters 
stop, the grown-ups having them in charge 
also will stop. The children are attracted 
by the toys and ornaments while the grown- 
ups will see your appliances worded: 
“Here’s a gift that will be appreciated and 
used every day in the year for many years 
to come. Come in and let us demonstrate 
it to you.” 


“Christmas Atmosphere”’ 


(CHRISTMAS atmosphere can be put into 
your store through seasonable decora- 
tions. Don’t spare the use of holly, greens, 
wreaths and tinsel. Use special sales cards 
on which green and red are the predomi- 
nating colors. Remove all staples to the 
background and let gifts be seen in all 
sections of the store. Arrange demonstra- 
tions and displays that will appeal especially 
to the children. Electric toys, trains, 
Tanges, washing machines and other devices 
to delight the young folks will build real 
Christmas spirit into your store. — 


A Radio Set for Most Complete 
Sentence 


OLB & EPPERSON of Fort Worth, 
Tex., gave away a radio set as a 
Christmas gift to the person at the greatest 
distance from Fort Worth who turned in 
the most complete record of a sentence 
regarding the set. A portion of the sentence 


was broadcast each night from the station 
of the Fort Worth Record until the sentence 
was completed. This not only gave adver- 
tising at the holiday season but helped to 
make an excellent mailing list of persons 
already interested in radio. 


Something Electrical for 
the Automobile 


HE Commonwealth Edison Electric 

Shops of Chicago, advertised its auto 
accessories section by showing a picture of 
aman turning away from Santa Claus who 
held a gift of a necktie in order to see the 
spotlight his wife was offering him. The 
copy beneath it was. 





Give Him Something for 
the Automobile 


HE gets lots of pleasure out of the 
old bus and really takes pride 
in keeping it fitted up with new ac- 
cessories. Choose something here for 
the automobile and he’ll hail you as 
the one woman on earth who knows 
how to buy a Christmas present for a 
man! 











Prices followed on such articles as cigar 
lighters, engine heaters, magnet light, 
spotlight, stoplights, monogram _ caps, 
charcoal heaters, etc. 


Front Lawn Xmas Trees 


O TO all homes where there are spruce 

or pine trees on the lawn and give them 

the idea of lighting one of those trees as an 

outdoor Christmas tree. Sell them the 

necessary tree lights and a long reinforced 

cord to lie on the ground and connect to 

the porch outlet. By suggesting such an 

outfit and making it a feature in the block, 
one sale will bring another. 


Letters to Santa Claus 


‘lo daily and weekly newspapers in the 
smaller cities publish a series of ‘Let- 
ters to Santa Claus” in which the young- 
sters write and tell what they want for 
Christmas. A survey of a single column 
in an Illinois city showed a number of 
letters asking for electric toys, and lights 
for Christmas trees. Such letters as these 
can be clipped and pasted on cards to be 
placed in the window, up against the 
glass where they can be easily read. Wher- 


ever the name of any electrical merchandise 
appears it should be underlined with a blue 
pencil. A heading for the card is: ‘‘Most 
every boy or girl wants electrical toys.’’ 
The names and addresses are given in most 
cases, providing a mailing list of live pros- 
pects for quick action. Mail in reply should 
be addressed to ‘“‘the parents of-——’’ and 
should be in plain envelopes so that any 
fancies concerning the identity of Old Saint 
Nick will not be disturbed. 


Ventilation and Sales 


GIVE careful attention to good ventila- 
tion of your store during the holiday 
buying rush. Fresh air keeps customers in a 
buying mood and helps the salespeople. 


A Reminder for the Business 


Man 


_ HE man of business, whose tasks are 

made shorter and lighter with 
modern devices should be the first to advo- 
cate and promote similar efficiency in his 
household,” said L. Klein, Chicago, in 
advertising to “Make This an Electrical 
Christmas.” ‘In particular should he ap- 
prove the home labor-savers such as the 
electric washer, ironer, and vacuum cleaner; 
which eliminate the harmful drudgery of 
washing, ironing, sweeping and dusting and 
pay for themselves in a short time., etc. 
etc.” 


Make Packages “Look 


Christmasy !” 
NUMBER of manufacturers of 


Christmas articles put their products 
in Christmas wrappers or holly boxes. 
Others put Christmas paper or stickers in 
their carton shipments. And, of course, 
Christmas paper and Christmas boxes can 
be secured in any town. 


One Customer at a Time— 
and Patience! 


ADVISE your salespeople to” wait on 
one customer at a time, giving undivided 
attention so far as possible. This will save 
time, confusion and mistakes. Remind 
clerks, too, that patience is particularly 
necessary during the Christmas rush and 
shopping indecision. Urge them to take 
every care to make friends and win future 
regular customers from among the casual 
shoppers who visit your store during 


holiday time. 











Electricity in the home—‘convenience out- 
lets.’—These are the thoughtful gifts of 
comfort to everybody in the house, For 





electric service, through convenient wiring, 
brings cheerful evening light and all the 
convenience of the many electric labor-savers, 
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Interesting the Commercial Prospect 
in Better [Llumination 


Co-operative Campaigns for Bette Store Lighting Have 
Brought Excellent Results in Several of the Western Cities 


ROM time to time the enter- 
J risn department store se- 

lects some one line of its 
merchandise and features this as a 
“lead,” focussing its advertising ef- 
fort, window displays and sales force 
on success in this one field. The 
extension of commercial lighting 
business is at the present time occu- 
pying such a position of featured 
prominence on the part of the elec- 
trical industry in much of the 
western district. 

An analysis of central-station load 
charts indicates that the lighting 
load varies on different systems from 
10 per cent to 30 or 40 per cent of 
the total current consumed. Of this 
a large share is made up of commer- 
cial lighting, indicating what a very 
large field there is in this type of 
business. In addition it is generally 
acknowledged that fully 60 per cent 
of the stores are not adequately 
lighted. 

Every branch of the industry is in- 
terested in improving this situation 
—the manufacturer and jobber, of 
course, because of the material sold, 
the contractor because he does the 
wiring and sells the fixtures re- 
quired, and the power company be- 


They tell the story of the professor who 
shaved off half his moustache and then 
came in to ask his wife how she liked it 
and whether he should go on. The store 
proprietor in Los Angeles who saw ‘the 
sample illumination as illustrated by the 











An interior view of a western department 
store window showing Louvre lighting. 
This installation is the outcome of the co- 
operative campaign for better illumination. 





cause of the important addition to 
their load. 


Great Opportunities Now 
Recognized 
There has been a general recogni- 
tion of the opportunity here offered 
during the past few months and 





window on the right could never go back 
to the old method as exemplified by the 
window on the left. Actual demonstration 
of what good window illumination means 
has proven the best sales argument. One 
good window sells all the rest on the block. 


many methods of interest have been 
worked out by the various co- 
operative organizations and local 
groups in the territory west of the 
Rocky Mountains to increase this 
business. 

A traveling lighting display is 
used by the California Electrical Co- 
operative Campaign. This consists 
of a model window display wired to 
show different lighting effects, not 
only with different intensities of 
light, but with changing colors. The 
whole is arranged so that it can be 
knocked down with very little diffi- 
culty and packed in cases especially 
provided, much as is done with stage 
setting for a traveling theatrical 
troupe. These cases, in turn, fit into 
a truck body especially designed for 
them and are thereupon ready for 
transportation to all parts of the 
state. A tour has already been made 
of the southern part of California 
and an itinerary has been laid out 
for the northern section, including 
thirty-nine of the principal cities of 
the coast and valley regions. It is 
estimated that the truck will be 
driven some 1,340 miles within the 
next three months’ period. 

The procedure is to call upon the 
chamber of commerce or the business 
man’s organization in the particular 
town to organize the meeting and in- 
vite the merchants to gather to- 
gether. The local office of the power 
company, of course, gives its fullest 
co-operation in assisting with the de- 
tails, but it is preferred to have the 
meeting supervised by some civic 
improvement group. Advance pub- 
licity is secured and as much im- 
portance given the function as 
possible. In arriving at a new town, 
the truck, which is gaily painted in 
conspicuous colors, is driven about 
the streets for a time. The repre- 
sentative of the campaign then gets 
in touch with those responsible for 
the meeting and finishes up all neces- 
sary details. The major problem is 
to secure the proper attendance. 
Personal contact is found the most 
effective means of bringing the mer- 
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chant to the meeting and any time 
remaining is spent in dropping in to 
the mercantile establishments of the 
town and talking to the proprietor. 

Results have been immediate. 
Many a merchant has asked for the 


privilege of sending his store man-* 


ager, or window decorator to see a 
second performance of the show he 
has just witnessed. It is quite pos- 
sible to trace the lighting contracts 
which have followed in the wake of 
the truck’s route. In one community 
in the southern district, a depart- 
ment store added 300 reflectors to 
their window equipment, a woman’s 
clothing establishment completely 
rewired, installing a total of 700 re- 
flectors and a smaller store in town 
added 400 window lights. This is 
merely typical of interest which has 
been shown. 

The electrical industry of Salt 
Lake City under the inspiration of 
the Rocky Mountain Electrical 
League have followed the same idea 
in the development of a model show 
window. This was demonstrated be- 
fore a group of the electrical inter- 
ests in town and it is hoped to be 
able to present it before the mer- 
chants of the community, permit- 
ting them to dress it with their own 
goods and then showing what dif- 
ferent lighting effects will do. 


Co-operative Lighting Bureau 


An intensive commercial lighting 
campaign was put on in this section 
of the country through the co-opera- 
tion of all branches of the industry 
with great success. A Lighting Serv- 
ice Bureau was formed made up of 
the lighting specialists of the vari- 
ous lamp companies. With this as a 
talking point, a canvass of the mer- 
ehants of the city was made, using 
the letterhead of the local branch of 
the Electragists, International. They 
were informed that a survey of light- 
ing conditions was about to be made, 
tying in with surveys made else- 
where in the country and were asked 
to permit the lighting conditions of 
their store to be analyzed by the ex- 
perts of the Lighting Service Bureau. 
The first letter sent out was as 
follows: 

This is to announce the opening in 
this city of the Lighting Service 


Bureau of the Electragists, Interna- 
tional. 

You, no doubt, have felt the need of a 
reliable and unbiased source of informa- 
tion regarding your store and window 
lighting problems. The primary pur- 
pose of this bureau is to furnish this 
information. 


The art of lighting has progressed livered. 


so rapidly that it is only through the 
operation of such a bureau that the 
many problems of lighting can be 
analyzed and the best installations de- 
termined for your particular require- 
ments. 

The work of this bureau will be to 
collect and distribute information on 
lighting. Its members are lighting 
specialists who have at their command 
the very latest engineering informa- 
tion. The bureau is solely a technical 
and professional organization, offering 
nothing for sale in the way of mer- 
chandise or service. Its expert and un- 
biased counsel on lighting problems is 
offered without cost to you, or other 
obligation. 

The bureau is maintained by the As- 
sociation of Electragists, International, 
for the purposes mentioned, in the in- 
terest of better lighting to create bet- 
ter business for those who utilize the 
potent agency of commercial lighting. 


your verbal permission before mak- 
ing this survey. 

We assure you that this survey will 
in no way obligate you, and that you 
will not be asked to make any changes. 

Any co-operation that you can give 
us in this matter will be greatly ap- 
preciated. 


The original list of prospects was 
obtained by a survey made by the 
contractor-dealers of the city and the 
details of the campaign were carried 
out under the auspices of the power 
company. 

Great interest was shown by the 
merchants of the city, a large propor- 
tion of whom were glad to have their 
stores included in the survey. In 
each case a most careful study of the 
store lighting was made and a com- 
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This bright-looking shoe store is another 
example of what is being accomplished in 
the western cities towards adequate light. 
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ing in retail stores. Merchants generally 
are quick to grasp the trade-drawing possi- 
bilities of high illumination. 





If you are in need of our services on 
your present, or contemplated lighting 
installation, please feel at liberty to 
call on us without obligation to your- 
self in any way. 


This was followed up by a second 
letter as follows: 


We have previously addressed you 
announcing the opening of the Light- 
ing Service Bureau in Salt Lake City. 

This bureau has been requested to 
furnish statistics on the present stand- 
ards of lighting in Salt Lake City. 
These statistics have been, or are now 
being prepared on other cities through- 
out the United States. 

For the purpose of collecting data 
with which to prepare this information, 
we are asking your co-operation in 
allowing us to make a survey of your 
lighting installation. This survey will 
not be in the nature of an inspection of 
wiring and lighting equipment, but will 
determine the type of luminaire used, 
and the amount of illumination de- 
Our representative will ask 


plete report drawn up, with blue 
prints and recommendations as to 
what: would be ideal conditions for 
the different departments and a rat- 
ing of the lighting as it existed. It 
was found that the merchant almost 
universally wished to improve his 
conditions. The choice of contractor 
was left to his own selection, but he 
was informed, when he asked for 
further illumination, that the Light- 
ing Service Bureau would be glad to 
check up on the work when it was 
complete and would give a certificate 
of approval if it measured up to the 
specification they had laid down. 
This gave the merchant confidence 
that he was getting expert service 
and at the same time tended to 
counteract the tendency, too preva- 
lent with contractor-dealers every- 
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where, to cut down a contract in 
order to reduce the cost to the cus- 
tomer, however unsatisfactory the re- 
sult might be. 


The Colorado Springs Survey 


A somewhat similar idea has been 
carried out by the Colorado Springs 
Light and Power Company, except 
that in this case they secured the 
services of the head of the physics 
department of Colorado University to 
make the survey. The report was al- 
ways accompanied by diagrams and 
blue prints in official form and was 
signed by the professor’s name with 
his full signature, a factor which 
gave added weight to the opinions ex- 
pressed. Such importance was at- 
tached to this service that several 
times merchants have telephones in 
asking for a survey of their 
premises. The recently constructed 
municipal auditorium was wired ac- 
cording to plans laid out by Pro- 
fessor Telletson in this way. 

Following out a related idea of 
rendering impartial electrical advice, 
the Denver Electrical Co-operative 
League inserts an advertisement 
regularly in the columns of the local 
paper, offering to give advice upon 
the correct wiring of homes or com- 
mercial buildings without charge or 
obligation on the part of the person 
making the inquiry. This notice ap- 
pears generally among the real estate 
advertisements and has brought 
many requests for assistance. The 
League has become the recognized 
authority upon such questions and 
their assistance is sought whenever 
any public building or other struc- 
ture of importance is to be wired. 
The entire illumination plan for the 
local school system as well as that of 
one of the recently constructed 
theaters went through their offices. 

In the British Columbia region, an 
active campaign of letters was ad- 
dressed to the retail merchants of 
the city by the Electrical Service 
League. The retail business district 
was subdivided and a mailing list of 
all electrical users in the respective 
areas was obtained from the power 
company. A series of three letters 
was then multigraphed, addressed 
and signed as personal letters and 
sent out to all prospects. 

These letters were as follows: 

Letter No. 1 


“MEN AND MoTHS ARE 
ATTRACTED By LIGHT 


“You don’t care so much about the 
moths, but you depend upon the men 
and women you attract to your store 


to increase your daily receipts, turn- 
over and success as a retail merchant. 

“Light is the beacon—not necessarily 
more light but light properly applied. 
The average store keeper today is not 
getting the returns made possible 
through recent developments in the art 
of electric lighting. Yet there is no 
greater stimulus to action on the part 
of the buying public than a properly 
lighted store. 

“Under the glow of correctly located 
lamps and fixtures your merchandise 
will present a greater appeal. More 
accurate inspection of intended pur- 
chasers will be possible and quicker 
decisions by the shopper will result. _ 

“Proper lighting creates more satis- 
faction among new customers and 
strengthens the good-will of all your 
patrons.—Let us show you how to do it. 

““SECRETARY-MANAGER.” 

Five days later the second letter 
was sent out. 

Letter No. 2 


“Wuy Do SUCCESSFUL 
MERCHANTS ADVERTISE? 


“You don’t have to guess the answer 
to that question—it is self-evident. 
Prospective customers read the adver- 
tisements—and become buyers. P 

“Do you realize that your show win- 
dows and the appearance of your store 
are worth more to you for publicity 
than pages of advertising? Newspaper 
advertising is read by about twenty-five 
per cent of the people who subscribe 
for or buy a newspaper. You can at- 
tract the attention of every passerby to 
your store if it is properly lighted. 

“Do your windows give you full 
value as a proper medium for publicity? 
Have you made an attempt to find out? 
Fully fifty per cent of your sales to 
transient customers are made for you 
by your show windows, s 

“Our business is store and window 
illumination. Can we not make a sur- 





Is Your Home Properly 
Wired? 
The Electrical Co-operative 
League will advise you without 
charge or obligation. 


Champa 7273. 301 G. &. E. Bldg. 








Not for Sale 


Our service is yours for the ask- 
ing. We'll show you how a 
home, new or old, should be 
wired—no charge or obligation. 
Electrical Co-operative 
League 


Champa 7273. 301 G. & E. Bldg. 








| Be sure that new home has 
plenty of convenience outlets 
(some people call ’em “floor 
plugs’) ! 

The Electrical Co-operative 
League will advise you without 
charge or obligation. 


Champa 7273. 301 G. & E. Bldg. 














The offer of service in planning wiring and 
solving illumination problems which is ad- 
vertised by the Denver Electrical Co-opera- 
tive League has been taken advantage of 
by many. The illumination of one of the 
new theaters recently planned and of the 
entire school construction program has been 
submitted to them for their suggestions and 
approval, | ed Tal 


vey of your store and advise you as to 
its proper illumination? Recently our 
illumination engineer found a business 
man on Granville Street using too 
much current to obtain the intensity of 
light he wished. By the installation of 
a proper reflector he cut his consump- 


tion of energy in half and doubled the 
intensity of useful illumination. 
“Perhaps your trouble is similar to 
the trouble of that merchant. € 
offer you this service free—if you are 


gach phone Sey. 5000 and ask for 
r. ——— 


“Yours for better lighting. 
“‘SECRETARY-MANAGER.” 
Then letter number 3 was mailed. 


Letter No. 3 
“Dear Sir: 


“A few days ago we wrote you a 
little note stressing the value of proper 
lighting for your store and show win- 
dows. Since that time we have ac- 
quired the services of Mr. an 
expert in store lighting. 

“He will call on you some time dur- 
ing the week of to discuss your 
lighting. Improved lighting does not 
necessarily mean more light, but 
proper direction, diffusion and color of 
light. Perhaps you are using too much 
light. Is so he will advise you. 

“If you are interested in the illumina- 
tion of your store we will be glad to 
draw up specifications and make rec- 


ommendations for proper illumination 
without charge. 


“Yours for better lighting, 
“SECRETARY-MANAGER.” 

Before the third letter was mailed, 
the retail area was divided into 
small districts and a personal follow- 
up call made upon each prospect. 
This was made possible through the 
co-operation of all branches of the 
industry, each of which loaned mem- 
bers of their organization for this 
work. 

As the letters were made, each 
salesman was notified to make his 
scheduled calls. Whenever a pros- 
pect appeared interested, this sales- 
man was empowered to offer to have 
a proper layout drawn, free of 
charge. The power company gave 
the services of one of its illuminat- 
ing engineers to carry out this work. 
These layouts were then forwarded 
from the League office, with a sales 
letter applying to the particular 
store under consideration and the 
interested contractors at the same 
time advised of the interest shown 
by the proprietor. The contractor 
then called upon the prospect to 
close the contract. When the store 
owner expressed no preference as 
to contractor, his name was given 
to all interested and he thus had a 
number from which to choose. 

Over five hundred city stores were 
included in this campaign, and early 
results showed that from one to 
three installations per block had al- 
ready developed. 
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“Community Electrical Expositions” 


Series of Electrical Shows Being Conducted in Towns Served by 
Boston Edison Company—Co-operating with Local Dealer-Contractors 


EGINNING at Community 
B House, Dedham, Mass., Sept. 

24 and running through the 
fall, with prospective exhibitions to 
come next spring, the Edison Elec- 
tric Illuminating Company of Boston 
has started a wave of electrical in- 
terest throughout eastern Massachu- 
setts which has already led to in- 
creased sales of appliances and to 
larger wiring business in that terri- 
tory. “Community Electrical Ex- 
positions,” as they are called up 
Boston way, depart from the ordi- 
nary “Electric Home” idea by throw- 
ing the old idea of showing appli- 
ances without selling them quite into 
the discard. In these shows no stone 
is left unturned to market appliances 
and wiring at the time when the 
visitor is in a receptive mood and 
the results at Dedham seem to prove 
the wisdom of this policy. 

W. H. Atkins, general superintend- 
ent; Leavitt L. Edgar, assistant gen- 
eral superintendent of the Edison 
company, and J. J. Caddigan, man- 
ager of these shows, are primarily 
responsible for their success. In- 
stead cf being held in a residential 
type of building, the shows are con-: 
ducted in a local hall hired by the 
company. For one week, every after- 
noon and evening, a great variety of 
electrical appliances is shown in 
actual operation to demonstrate the 
capabilities of electricity to save 
labor in industry and in the home. 
Many novelties and mysteries add to 
the entertainment of visitors. 


Free Admission, Free Space 


Admission is free and so is the 
assignment of exhibit space within 
each hall. Electrical energy is also 
supplied free to exhibitors. Deliver- 
ies of appliances purchased at the 
shows are made without charge to 
the purchaser by an electric road 
truck of the Edison company’s fleets, 
and plans are afoot for equipping 
this truck for the direct sale of ap- 
pliances on the street at later shows. 

Other noteworthy features of these 
shows are the establishment of a 
radio station by the company tor 
broadcasting news and entertain- 





ment, and the organization of essay 
contests among school children and 
teachers, culminating in a grand 
prize of a free trip to the Edison 
laboratory at East Orange, N. J., for 
the best essay presented in the entire 
series of expositions. 


5,000 Attend Dedham Show 


Space is assigned to the local elec- 
trical dealers on the principle of 
“first come, first served.” These 
dealers arrange their own exhibits 
and the electrical supply jobbers of 
Boston are co-operating in furnish- 
ing appliances for this purpose. 
About 5,000 persons visited the Ded- 
ham show, and among the sales of 
a single local dealer who exhibited 
were 33 lamps, 12 double sockets, 
one washer, one toaster, four heaters, 
two irons, and one Christmas tree 
outfit, while this dealer picked up 
14 prospects for ironer sales, 24 for 
washers and three wiring jobs. 

At this show two electric ranges 
were sold during the week and eleven 
washers; while the crowning evi- 
dence of popular purchasing power 
appeared in the sale of a high-grade 
electric player-piano costing around 
$3,600. One dealer from the ad- 
jacent town of Norwood sold five 
washers, one  washer-drier, and 
gained three prospects. H. C. Spier, 


formerly a contractor of Dedham, 
who has no downtown office and does 
only wiring, made a number of ap- 
pliance sales off the floor of the hall 
without previous experience in mer- 
chandising, and as a result has de- 
cided to go into appliance retailing 
in addition to wiring. These sales 
of his included an electric range. So 
enthusiastic was the attending crowd 
each evening that in order to clear 
the building at closing time it was 
necessary to “pull” the lights. 

The establishment by the Edison 
company of a licensed broadcasting 
station “WTAT,” with the call phrase 
“Edison Light, the Friendly Glow,” 
was a most interesting feature of 
the Dedham show, and this broad- 
casting will be continued in other 
localities. This station operates on 
244 meters (or 1,229 kilocycles), and 
the present transmitter is designed 
to operate on 10 watts. The station 
is a portable one, and the set was 
designed by the radio research engi- 
neers of the company’s operating 
bureau, Clarence B. Purscell in 
charge. The ultimate object of this 
radio research is to develop a positive 
method of communication between 
the company’s main generating sta- 
tions and the various substations 
within its territory and also to main- 
tation communication between the 








The Community House at Dedham, Mass., 
where the first ‘electrical exposition” was 
held under the auspices of the Boston Edi- 
son Company 


and neighboring electrical 





contractors and dealers. This exhibition 
was a modification of the “Home Electric 
idea in that every effort was made to mar- 


ket appliances and wiring on the spot. 

















3726 


ELECTRICAL MERCHANDISING 


. Vol. 30, No. 5 





general service buildings at Boston 
and the various maintenance and 
trouble teams at work on the system. 

It is the company’s present inten- 
tion to broadcast only to those within 
a short radius of the station, prob- 
ably not over ten miles; and to give 
entertainment, music and short talks 
by prominent people on electrical 
subjects. 

At Dedham the broadcasts were de- 
livered to the air in the vicinity of 
Community House by loud-speaker 
equipment which was also used to 
distribute the reception of programs 
from the powerful broadcasting sta- 
tions in the vicinity of Boston. The 
electric delivery wagon already re- 
ferred to was equipped with a radio 
receiving set and loud-speaker, so 
that crowds gathered about the truck 
in its journeys around the suburban 
territory in the vicinity of Dedham 
to hear the latest wireless news and 
entertainment from the exposition. 


The illumination of the expositions 
is enhanced by liberality of lighting 
treatment for both interior and ex- 
terior of the buildings. Floodlights 
were freely used at Dedham to bring 
out the details of the building at 
night, with electric signs and other 
features. Regular broadcasting pro- 
grams were put on between 3 and 
4 p.m. and 7:30 and 8:30 p.m., and 
on the closing day at Dedham, L. D. 
Gibbs, superintendent of advertising 
for the Edison company, delivered 
a radio lecture on the “Use of Elec- 
tricity in the Home.” The Edison 
Male Quartet, a company organiza- 
tion, sang, and an orchestra of six 
pieces rendered acceptable music. 





The scene of the second “Community Elec- 
trical Exposition”’—at Walpole, Mass., to 
which the exhibits were moved after com- 
pleting the week at Dedham, Mass. The 


illumination of the exposition was enhanced 
by liberality of lighting treatment for both 
interior and exterior of the building. Note 
the flood-lighting and the electric signs. 





During certain days the electric 
truck of the company also delivered 
free for local merchants. 

An “Electrify Contest,” was a fea- 
ture of the Dedham show. The 
points for house wiring and appli- 
ances in use were assigned along the 
usual Electrify Club lines. The first 
prize for the best-equipped residence 
was a vacuum cleaner, the second 
prize a coffee percolator, and the 
third, an electric toaster. The awards 
were announced by radio from 
“WTAT” and in the local press. 

Another marked feature of these 
shows is the establishment of a so- 
called Amateur Inventors’ Night, in 
which persons having ideas about 
new applications of electricity or im- 
provements in existing service or 
apparatus present their suggestions 
to the company’s representatives. It 


was not expected that these sugges- 
tions would be realized in any large 
volume, and so the award of prizes 
may be deferred until the shows 
have been running well toward the 
end of their season unless conditions 
change. The first prize for the best 
idea will be a 4-hp. electric motor and 
the second prize will be an electric 
floor lamp. 

The educational aspects of these 
expositions have been developed very 
effectively under the general super- 
vision of John Campbell, head of the 
Boston Edison company’s _ special 
service department. Visits of teach- 
ers and pupils were arranged for, 
and a schedule of events and prize 
contests summarized the program 
for bringing the schools into the 
closest possible relations with the 
expositions. 
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red and black, on buff stock. 


Each one 
of the 24 electric appliances was described, 
giving in many cases the cost of operation, 


and the various prices. The arrangement 





4 


and the fact that so many appliances were 
covered in such a small folder strikes quite 
an original note and should command 4 
great deal of attention from electrical men. 
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Building Up Repeat Radio Sales 


Are You Laying Plans to Get Customers to Come 
Back to Your Store for “Something More”— 
Accessories, Parts, and—Eventually—Better Sets? 


VEN a casual observer of the 
ie field will come to the con- 

clusion that the average dealer 
in radio makes neither a strenuous 
nor systematized effort for repeat 
sales. This is both unwise and un- 
businesslike, for there is no reason 
whatsoever why any customer, even 
though sold a complete outfit from 
antenna to ground clamp, should not 
be a prospect for additional equip- 
ment. | 

When a man buys a phonograph 
he comes back for records, needles, 
record books, and the like. The 
phonograph dealer makes a sys- 
tematic effort to bring about this 
result. Every month he sends out a 
list of new records. The writer has 
been in few phonograph shops to buy 
records where he has not been asked 
for his name and address. 

When a man leaves a radio store 
with a complete set under his arm, 
the dealer, if he is wise, and has an 
eye to business, will make some 
effort to get that man back into the 
store at a later date. Of course if 
the dealer does not know the cus- 
tomer’s name and does not have his 
address, the man leaves nothing be- 
hind him but deep mystery as to his 
whereabouts. If he chances to come 
back again all is well and good, and 
if he does not he has probably sought 
out the store of a competitor. 

But it would be a very easy matter 
to obtain that customer’s name at 
once and to link him up permanently 
with the shop. His name and ad- 
dress probably will not mean any- 
thing for five or six months, nor will 
one address alone amount to any- 
thing, but if we have say two or 
three hundred or a thousand of these 
addresses they can be used to good 
advantage. 

Radio is a rapidly moving art. 
Many improvements in receiving are 
being made. The outfit of two years 
ago, unless it represented the high- 
est perfection at that time, is out 
of date even today, with our reflex 


super-regenerative outfit in the near 
future. When the outfits of the cus- 
tomers whom we sell today shall be- 
come old, dilapidated and out of 
date, how are we going to conduct 
any kind of an aggressive campaign 
to provide them with new and better 
outfits unless we have their ad- 
dresses ? 


Early Phonograph Selling 
an Example 


Let us take early phonograph sell- 
ing as an illustration. Everyone 
who had one of the early, old- 
fashioned cylinder machines wanted 
one of the new disk machines when 
they were introduced, and repeat 
sales were made ‘fast and furious,” 
yet the improvement of the phono- 
graph was not made as rapidly as 
the improvements in radio. There 
is therefore, more reason why a 
radio dealer should tune himself up 
in preparation for the turn over that 
is bound to come. The writer has 
numerous acquaintances who have 
changed their outfits already, since 
they felt that they were not getting 





the best results with the old ones 
that they had. 

A carefully kept file of 3 x 5 cards 
will enable any dealer to keep his 
customers constantly aware of all 
the good improvements that are 
brought forth. And just a post card 
will tell the story. For instance, the 
super-regenerative set is expected to 
be placed upon the market within a 
short time, for much of the experi- 
mental work that has been concerned 
with reducing it to a point of sim- 
plicity where the layman can operate 
it, has been successfully completed. 

If a dealer would use his little card 
system at the time, offering to 
demonstrate this new outfit in the 
homes of his customers a number 
of sales could be made to past cus- 
tomers. Post cards cost only one 
and one-half cents each, printed and 
addressed, and this would pay if 
only one set was sold, aside from the 
value of the cards in reminding the 
customer that the dealer was still 
doing business at the old stand. A 
little postscript at the bottom of the 
card conveying the suggestion that 


























Knowing the difficulty of getting the dis- 
criminating buyer, particularly the woman, 
interested in radio, an enterprising Wash- 
ington dealer took a cue from the modern 


phonograph salesroom 
store with the 


and arranged his 
result shown above. Sim- 
plicity is the keynote—nevertheless over 
five different models are on display. 


and radio-frequency circuits—not to 
mention the prospects of a practical 
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the volume of their present set might 
be getting low because of the need 
for a new set of “B” batteries might 
also help to ring the bell of the cash 
register. 

It is not necessary to wait for a 
new radio set to use the cards. Lots 
of people are using ’phones when 
they should be using loud speakers. 
They bought the ’phones with the 
outfits and never changed over 
probably because nobody ever sold 
them the idea of a loud speaker. 
Then, we must not forget that 
owners of radio sets are-constantly 
in the market for vacuum tubes and 
surely there have been enough im- 
provements in vacuum tubes in the 
last several months to help build up 
healthy sales. Not a few set owners 
are changing over from the storage 
battery operated tubes to the dry cell 
tubes, and other owners again do not 
know dry-cell tubes exist. 

The man who puchases a radio set 
for its entertainment value installs 
the thing and lets it go at that. He 
is not constantly watching the news- 
papers or the magazines for new im- 
provements. He does not understand 
anything about radio and is rather 
proud of it. He thinks that tuning 
in is about all he needs to know and 
of course he is right. It is just this 
type of individual who has to be con- 
stantly reminded of the improve- 
ments in radio before he will buy, 


for it is certain that he will never 
take the trouble of making a per- 
sonal investigation unless he hap- 
pens to come across an improved set 
in the home of a friend. 

It is still the practice in phono- 
graph, piano and automobile mer- 
chandising to offer a rebate on an 
old machine when a new one is pur- 
chased and it would seem wise to 
inaugurate the same kind of a 
scheme in radio. If a man is per- 
mitted to realize something on an old 
equipment a great deal of sales resis- 
tance is overcome. The average 
person does not even want to go to 
the trouble of inserting an ad in a 
newspaper, yet he may be a good 
prospect for new equipment. It is 
only natural that such folks do not 
want to give up the old outfit with- 
out first realizing something on it, 
and in the average case no reason- 
able offer will be refused. 


Possibilities of Second-Hand Sets 


Many dealers do not like to go 
into this angle of the business be- 
cause they believe that these second- 
hand sets are hard to get rid of. 
But are they? They probably are 
if we try to sell them at an out- 
landish profit, but no radio set 
offered at a fairly decent bargain 
today is hard to sell. There are too 
many people who have been wait- 
ing in the hope that the price of 





Speeding Up Work in Office and Factory with Radio Music 





Just what the future of radio is in the 
_business office, factory or plant, is still 
to be determined, but where the work 
being done is purely mechanical, many 
managers believe that lively music, even 
jazz, exercises a speeding-up influence. 
For example, in the typing department, or 
for bench or machine workers... or where- 





ever the repetition of physical motion is 
required. Some managers, on the other 
hand, believe that the installation of a 
radio outfit is worth while for its use 
during recreation hours alone. The cabinet 
type outfit shown in the picture, for ex- 
ample, makes an attractive addition to 
any office 


radio sets would come down. With 
special sales or any kind of aggres- 
sive selling method second hand sets 
can be disposed of easily. 

The offering of a _ rebate for 
second-hand equipment may be dis- 
tasteful to the average dealer but it 
is going to be a necessary evil. 
However, there is no reason why it 
should be profitless. It has never 
seemed to break the phonograph 
dealers and they have been at it for 
the last fifteen years. The auto- 
mobile turn-over that takes place 
yearly in this country is made be- 
cause it is an easy matter for an 
owner to realize a pretty fair price 
on his old car. 

In the case of second-hand sets it 
would often be possible to make a 
little change in them to increase 
their sensitiveness and efficiency. 
For instance, an ordinary two-stage 
audio-frequency set could be con- 
veniently changed to a regenerative 
set with very little effort. Any 
clerk could do it in a few minutes of 
his spare time. 

A good full line of accessories 
also helps to make repeat sales, but 
by accessories the writer does not 
mean transformers, condensers, tun- 
ing coils and the like that should be 
more properly classed as parts. By 
accessories he means the little things 
that a man could get along without 
but could be tempted to buy, like 
plugs, double plugs, extension jacks, 
vernier attachments for tuning dials, 
mica diaphragms for headsets. 
phonograph attachments,  hydro- 
meters, “B” battery voltmeters, etc. 
There are numerous little con- 
veniences that can be classed as ac- 
cessories, and as time goes on we 
shall find their number increasing. 

After all it is not difficult to build 
up repeat sales providing a little at- 
tention is paid to detail and a rea! 
honest effort is made to re-interest 
customers. When a man leaves a 
store there is no reason why he 
should return of his own volition. 
He can get the same thing elsewhere 
and probably at the same price and 
with just as good service, but if the 
dealer will constantly remind him of 
the things that he is doing and the 
things that he has to sell, the 
psychology of the whole thing 
changes. The customer will then un- 
consciously associate the dealer’s 
place of business with the things he 
desires to purchase and he will come. 
even though it is a little bit out of 
his way. 
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Electric “Fires” Popular in England 


British Push Use of Grate and Radiant Heaters in Rooms— 
Customers Can Rent Larger Appliances Like Ranges 


UE to active, intelligent work 
1) on the part of the British 

Electrical Development Asso- 
ciation, Inc., and to the enterprise of 
central stations, manufacturers and 
retailers, decided progress is being 
made in placing electrical equipment 
in British homes. As a result, house- 
hold economies are being effected, 
building costs are being reduced and 
a very desirable off-peak load is be- 
ing built up. 

In the British Isles there is very 
large use of open grates for heating 
purposes. This entails the construc- 
tion of many chimneys as each grate 
has a separate flue. And it may well 
be believed, after a glimpse of any 
skyline, that there is a chimney pot 
for each inhabitant of the United 
Kingdom. The dirt and_incon- 
venience of using soft coal in 
grates causes British house- 
holders to be receptive to elec- 
trical heating devices but the 
dealer has handicaps to over- 
come because of the low cost of 
coal and because of the desire 
(largely from the men who do 
not have to clean up the result- 
ing disorder) for a fire with a 
cheery flame. 

If coal were to cost as much 
as does anthracite in America, 
British electrical dealers think 
their task would be easy. They 
fail to understand why more 
electrical equipment is not used 
for heating in America where 
the prevailing prices of fuel is 
so much higher. 

There is no attempt to induce 
householders to put all their 
heating on an electrical basis, 
but every effort is being made 
by the British Elec- 
trical Development 
Association to act as 
wise counsellors to 
the public in matters 
of electric heating. 
The association is 
advocating continu- 
ance of the use of 
coal for the “heavy 
fire,” which heats 





the rooms in use throughout the day, 
but are pointing out the economy and 
convenience of putting electrical 
heaters in the bedrooms, bathrooms 
and other rooms where heat is 
needed only occasionally. 


Electric Ranges on a Rental Basis 


A determined drive is being made 
also to install electrical ranges for 
cooking. This campaign is 
meeting with decided suc- 
cess. It is being found 
profitable to put in ranges 
and other equipment on a 
rental basis. This over- 
comes the great diffiulty of 
inducing the prospective 
new user to part with the 
money necessary to meet 
the high first cost of the in- 





An entirely new idea is 
this that comes out of 
England — the introduc- 
tion of heating elements 
into furniture. In place 
of the often ugly and 
conspicuous radiator, an 
artistic tapestry screen 
(as shown above) or a 
mat, or a curtain may 
send the comforting heat 
rays out to the occupants of 
the room. The “radioelectric 
panels’ which are installed in 
the furniture offer infinite pos- 
sibilities, and will doubtless 
win quick faver in the United 
States when introduced here. 








novation. After a period of use it 
then is much easier to sell outright a 
higher priced range embodying fea- 
tures usually not included in the 
ranges of the types ordinarily rented. 
As more become acquainted with the 
use of electricity, it is found less 
necessary to rent the smaller and 
more inexpensive accessories. 

In their efforts to extend the use 
of electrical equipment, the 
British dealers have a much 
more active opposition 
from the gas companies 
than is the case in the 
United States. They also 
have had to contend with 
some opposition from local 
authorities—who in Eng- 
land are numerous, and are 
vested with much power. 
These authorities at times dis- 
courage “duplication” in equip- 
ping electrically those houses 
already supplied with gas. 
There has been some difficulty 
during and since the war in ex- 
tending electrical supply as 
rapidly as it is needed, par- 
ticularly to the outlying por- 
tions of cities and towns. The 
ability to extend supplies of 
current and the inclination to 
do so are becoming greater as 
financing grows easier. 


Gas Arguments Must Still 
Be Met 


The gas companies’ opposi- 
tion makes it necessary for the 
British retailer to be well pre- 
pared to meet arguments 
against the use of electricity, 
even for lighting. They must 
point out in great detail the ad- 
wealeaheaiains of a lighting medium which 
does not produce heat and which does 
not consume oxygen from the air. 
The absence of flame and the more 
artistic effects which can be obtained 
from the use of electric lamps are 
points which are much stressed by 
the salesmen endeavoring to secure 
orders for the installation of elec- 
tricity. They point to the awkward 
angle from which gaslight must come 
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IN ANY ROOM 
AT ANY HOUR 


Electrio 





How the British Electrical Development As- 
sociation is popularizing the idea of electric 
grate fires, in place of the time-honored 
coal or wood fire in England. This is one 
of a series of large-size posters, strikingly 
colored, which the Association is offering 
its members, 





and demonstrate the advantages of 
having a greater concentration of 
light on a small area. 

Cost is a big factor in the highly- 
taxed and none-too-prosperous Eng- 
land of today. This is the main argu- 
ment against the use of electricity, 
but dealers have no great difficulty in 
establishing that electricity costs no 
more, when used with economy, than 
does gas. The absolute control over 
waste, which is possible in the use 
of electricity, and the fact that there 
can be no adulteration or dilution of 
the supply, are points which are 
found to appeal to the close-figuring 
British housewife. 

The manufacturers of electrical 
equipment and those who deal in 
electrical merchandise are working in 
close harmony with the central sta- 
tions in promoting the greater use of 
electricity. They realize that this is 
adding to their present profits and is 
paving the way for a great expansion 
in their business. 

The British Electrical Develop- 
ment Association has issued a large 
number of pamphlets and circulars 
as suggestions to companies and 
dealers. This material covers such 
matters as press advertising, circular 
letter promotion, suggested copy for 
advertising most electrical acces- 
Sories. In addition, a large amount 
of material has been prepared for 
public distribution. Various reports 


have been issued on such subjects as 
artificial lighting in schools, local 
electrical exhibitions, domestic elec- 
trification, competition between elec- 


tricity and other forms of light and 
heat. 


Some English Advertising Lines 


The Association also has issued 
numerous cards, bookmarkers and 
large posters with such catch lines as 
these: “For 5 Hours of the 24 You 
Live Under Artificial Light. Use the 
Best—Electric”; “Cut the Work out 
of Housework”; “Electricity, the 
Silent Servant.” A line on a picture 
of a smiling woman using an electric 
iron reads: “You Push it Along, the 
Power Station Keeps it Hot.” Under 
the caption “Why do This?” is shown 
a picture of a woman cleaning the 
ashes out of an open grate. Her 
head is swathed, the rug is rolled 
back and the ornamental front of the 
fireplace has been removed. 

A picture of a full coal hod at the 
foot of a series of stairs carries the 
lines “Why Carry This?”, and the 
admonition to “Use Electricity.” Op- 
posite a cut of a clock indicating that 
it is half past twelve are the words 
“Home Late.” Next on the strip is 
an open grate with ashes sifted about 
it. The significant words used there 
are “Fire Out.” Then follows a cut 
of an electric heater with an abun- 
dant radiation of warmth indicated. 


It carries the words: “Electric Fires 
are Always Ready.” Such posters 
and pamphlets as these are very much 
in evidence in British cities. 

The methods being employed in the 
United States intended to promote 
the use of electrical accessories are 
being followed very closely. The 
volume of our business amazes the 
British, but they are very confident 
of the potentialities of their own 
market—a confidence shared as well 
by dealers in American-made equip- 
ment which everywhere is in evi- 
dence. 





Appropriate Settings 
Sell Lamps 


CERTAIN firm has increased 

sales in its portable-lamp depart- 
ment by use of fine furniture to give 
the proper setting for the goods 
shown. For example, a period-design 
dining table is arranged with a 
luncheon set, a fruit dish and fruit, 
electrical candlesticks and a floor lamp 
at each end of the table. The lighting 
equipment matches the table in color 
and design. A chair of the kind sup- 
posedly popular with the “tired busi- 
ness man” has an electric reading 
lamp conveniently placed on one side. 
On the other and in easy reach is 
an ash stand with electric cigar 
lighter. The department is full of 
such ideas. 





9s for Achievement we always obtain, 
With the “MAGICOAL” fire which has risen to fame 






** Yes, we could fit one to your kennel " 


is for Berry's of Newman Street, West. 
B For all things electric you'll find us the best. 
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stands for “ COLEC™ our system of heating, 
Temperature uniform.whether working or sleeping. 
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is the Dishwasher, wonderfully neat, 


Washing-up cancelled, Oh! what a treat 





“Shall we wash you 








British electrical dealers fail to understand 
why more electrical equipment is not used 
for heating in America, where coal is so 
much higher than in England. The above 


cartoons are part of a booklet called “The 
Touchb&&ton House Alphabet,” and show 
how a live British concern is boosting the 
electrical idea, 
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Left—A photograph ot 
the store-front showing 
some of the lighting 
effects in the large win- 
dow and showing the 
position of the small 
window at the left of the 
entrance in space usu- 
ally wasted. 











Above—-A close-up of the smal] window on 
the left of the entrance showing a miniature 
lamp exhibit, operated by a motor-driven 
flasher. 

Right—The wall-cases at the right of the 
store are well lighted in a manner readily 
seen in the illustration. 


Becww—A general view of the interior of the 
store, showing a portion of the fixture- 
display on the left. 
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A Laboratory Electrical Store 


The Model Retail Establishment Set Up at Nela Park, Cleveland, 


for Merchandising Demonstrations and Experiments 


BY M. LUCKIESH 


Director, Laboratory of Applied Science, Nela Park, Cleveland, Ohio 


E GET nowhere along the 
W road of progress when the 
highways of commerce are 
closed. For there are no parallel 
roads over which to “detour” and 
there never can be any. All the 
wonderful electrical devices for con- 
venience and comfort would not reach 
the public if commercial highways 
did not exist. These roadbeds should 
be kept free of chuckholes. Distance 
commercially, as otherwise, is not a 
matter of miles but of freedom from 
obstacles and other factors of re- 
sistance. The commercial channels 
should be straight, level, and well- 
illuminated. They should be widened 
and extended to relieve the contin- 
ually increasing traffic. 
There is no more essential artificial 
product than light, but man has been 


“dark” ages into the present age of 
adequate and inexpensive artificial 
light that he does not know light’s 
possibilities. The electrical industry 
has long realized that one of the 
weakest links in lighting progress 
has been the dealer and others to 
whom the consumer comes for fix- 
tures, wiring and lamps. The job 
before lighting interests is to edu- 
cate the millions of persons in regard 
to the adequate and proper use of 
light. The dealer can do his share 
by co-ordinating the essential ele- 
ments such as wiring fixtures and 
lamps. He can demonstrate proper 
lighting fixtures and suitable lamps. 
He can help to battle gloom and glare, 
the two scapegoats which make light- 
ing inadequate and improper. By 
making lighting comfortable and ade- 





proper and adequate wiring is also 
essential. 

In this field there were so many 
lighting principles and sales prin- 
ciples wrecked in the dealers’ stores 
that it was very logical that P. B. 
Zimmerman with his sales viewpoint 
and the writer with his lighting 
viewpoint should meet time and 
again in the commercial highways, 
each somewhat disappointed at the 
poor roadbed.. As a consequence, a 
Modern Electrical Store was built for 
the purpose of studying and demon- 
strating the merchandising of light. 
At present, the enterprise has just 
begun. This Store is a laboratory 
affair. In it scientific and sales prin- 
ciples are experimented with and 
blended. Believing that the elec- 
trical dealer should be among the 
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FRONT ELEVATION SECTION 
Diagrams showing front elevation and wir- strating the merchandising of light and _ sibilities in the window are indicated by the 
ng arrangement of the Modern Electrical electrical appliances. In the window are 40 switches necessary to control the various 


Store, which has been set up in Cleveland 
or the purpose of studying and demon- 


installed color-filters, spot-lights and in- 
structive lighting stunts. The lighting pos- 


circuits. This display shows the many pos- 
sibilities of light as a sales force, 
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The floor plan of the Modern Electrical 
Store. A careful study of stocks was made, 
so that appliances, wiring devices, radio 





~ Se oF 

equipment and fixtures would be carried in 
proper preportion. From time to time the 
appointments and stock will be readjusted. 
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of light, the store and its cases are 
well lighted. The window is full of 
modern lighting, color-filters, spot- 
lights, high-intensity floodlighting 
and beautiful, striking and instruc- 
tive lighting stunts. 

But the stock is not overlooked. 
The proper proportion or balance of 
stock is studied, appliances, wiring- 
devices, radio equipment, are found, 
as well as a display of proper and 
improper fixtures and a line of illu- 
minating glassware and _ portable 
lamps. 


The Store Front 


At one end of the room is a store- 
front exterior of brick work; a ten- 
foot plate-glass window extends on 
one side of the entrance; a small 
window is on the other side of the 
entrance; and a new and novel 
illuminated sign of block letters 
stretches across the front. 

When facing this end the observer 
sees a modest front of an up-to-the- 
minute electrical store with attrac- 
tive, novel and striking lighting 
effects. The lighting possibilities in 
the window are indicated by the 
40 switches necessary to control the 
circuits. This display shows many 
simple possibilities of light as an 
attention-compelling and sales force. 
The wiring and other details are 
shown in the diagram. 

The lighting effects usef can be 
introduced in any window new or old 
and the dealer may select only those 
which he thinks he can afford or use. 
Furthermore these lighting effects 
show how easy it is to harness light 
in many novel ways. The little win- 
dow on the left of the entrance shows 
what can be done in a space which is 
often wasted. In this depth of 16 
inches is a novel display of miniature 
lamps in accessories. An arc of 


flashlights gives a colored “rainbow” 


of light. Flashers operate the ex- 
hibit and the mobility is not only 
attractive but instructive in the use 
of proper miniature lamps. 

On turning his back on the “store 
front,” the visitor sees the interior 
of the store. On the left is the 
simplified fixture display of proper 
and improper lighting, emphasizing 
the desirability of shades, of proper 
lamps, of elexits, and of suitable fix- 
tures from the various rooms of the 
home. On the right are well-lighted 
wall-cases containing stock. 

At the other end are shelves con- 


taining wiring devices, sockets, etc., 
and a stock of Mazda lamps, with 
counter, lamp demonstrator, etc. 

Close to this “Store” are exhibits 
of residence lighting, color lighting, 
lighting stunts, etc., which may be 
visited or used in connection with it. 

This glimpse of this laboratory 
Modern Electrical Store is as it is 
today. Physically, it is in a state 
of flux. It is a forum where science, 
art, advertising and selling meet and 
discuss and experiment. Doubtless, 
its appointments will change, its 
stock will be readjusted, and the 
selling talks will be modified until 
the best formula is found. It is a 
stage for novel displays. It is 
simple, practicable, and above all is 
a physical reality upon which those 
engaged in electrical development— 
scientific, artistic, advertising, mer- 
chandising—can converge their 
thoughts, and try out their ideas. 
It is a merchandising laboratory 
whose job is a big one and which 
expects to be in business for years 
just “‘selling ideas.” 

It is hoped that it will aid in 
straightening, in leveling, in widen- 
ing and in extending the commercial 
highways in its particular provinces. 





Twenty-two Million Newspaper Readers 
Reached Weekly with Electrical Story 


OME striking figures on the 

scope of the job of reaching the 
newspaper-reading public of the 
United States and Canada, as now 
being done by the Society for 
Electrical Development, are given in 
the annual report issued by that or- 
ganization from its headquarters at 
522 Fifth Avenue, New York City. 

The dailies of the United States 
using the Society’s news services 
have a total circulation of 11,356,- 
877 copies a day. Consider this 
fact in conjunction with the state- 
ment of the advertising bureau of 
the .American Newspaper Publish- 
ers’ Association that on an average 
each daily paper is read by two in- 
dividuals. This means that the 
Society is driving home the message 
of “Do It Electrically” to 22,713,754 
daily paper readers. According to 
the 1920 census figures the total pop- 
ulation of the United States is 
105,710,630, from which to obtain 
a fair figure of the newspaper read- 
ing population it is necessary to 
deduct 31,572,532, the total number 
of children 14 years old and under, 





and the 4,739,315 illiterates, leaving 
69,398,783 as the nearest figure ob- 
tainable for the total adult reading 
population of the country. 

With the Society supplying elec- 
trical newspaper copy to 501 papers 
in the United States with a circula- 
tion of 11,356,877 and an estimated 
total of 22,713,754 readers, this 
would indicate that the Society is 
already reaching 34.2 per cent of 
the newspaper-reading population of 
the country. 

To do this the society during the 
past year prepared 4,208 column 
inches of matter for the news 
columns of the newspapers it serves. 
These were sent out weekly in the 
two services, the “No. 1 Service” 
averaging 440 column inches a week 
and the “No. 2 Service” 220 column- 
inches a week. During the year ap- 
proximately 76,000 column _ inches 
were published in the press of the 
United States. A great deal of this 
was published on regular electrical 
pages, on the women’s pages and the 
domestic science pages of the 
papers. 
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The Repair Shelf 


How Failure to Render Proper Repair Service Loses Dealer Both Customers 
and Friends, and How New Sales Result from Prompt 


HE electrical dealer who neg- 

lects his repair department 

will find, sooner or later, that 

his business itself will be in need of 

repairs; for he is neglecting more 

than that one department. He is 

neglecting his customers and also the 
electrical industry. 

Among the progressive establish- 
ments that have demonstrated the 
value of a department for the repair 
of heating devices, appliances, fix- 
tures, and other goods, is the Louis 
D. Rubin Electrical Company, of 
Charleston, 8S. C.; and to those con- 
tractor-dealers who have treated the 
repair business as a step child, the 
experiences of this Charleston con- 
cern should prove interesting. 

“We have found out two things,” 
declares Mr. Rubin. “One is, that 
the electrical company which fails to 
render the proper repair service 
loses both customers and friends; 
and the second (which logically fol- 
lows), is that new business can be 
traced directly to the policy of pro- 
viding prompt and efficient repair 
service.” 

Can you compute the number of 
electrical devices in use in your com- 
munity—irons, hair curlers, percola- 
tors, grills, toasters, hot plates, milk 
warmers, immersion heaters, vibra- 
tors, heating pads, waffle irons, 
vacuum cleaners, portable lamps? 
The time comes in the life of almost 
every such device when for some 
reason or other it goes on a strike 
and refuses to work. Perhaps 
through long service or improper use 
the heating element has burned out. 
The cord is perhaps out of order; or 
perhaps one of the thousand and one 
parts that go into the making may 
be in need of renewal—a spring, 
plug, lug, brush, washer, contact stud, 
handle screw, plug, fuse, fan blade 
or terminal. 

The owner of the article should not 
have to purchase a new one; nor 
Should he or she be compelled to wait 
4 week or several weeks before it can 
be placed in condition. The situa- 
tion offers the dealer a splendid op- 


and Efficient Servicing 


portunity to demonstrate the value of 
“buying electrical goods from an 
electrical store.” If he cannot or 
does not render first-class repair 
service, he simply offers a good 
argument in favor of the owner of an 
appliance buying his electrical goods 
from a hardware, drug, or depart- 
ment store; or from a rival dealer. 

Concerns other than _ electrical 
stores which sell electrical devices do 
not, as a rule, maintain facilities for 
repairing the goods in that line 
which they sell. Most devices, it is 
true, are guaranteed against defect 
for at least a year; and the factory 
will repair or replace defective goods. 
But standard appliances usually last 
longer than the guarantee period. 
They remain serviceable for several 
years; often indefinitely, when kept 
in repair. And the electrical dealer 
who relieves the owner of all trouble 
and bother in this respect is produc- 
ing dividends for himself. “We have 
found that out from experience,” 
states Mr. Rubin. 

Necessary, first of all, in maintain- 


ing an efficient repair department is 
an electrician who understands the 
construction and mechanics of elec- 
trical devices. It does not neces- 
sarily follow that the electrical me- 
chanic who is well versed in conduit 
work and the most difficult class of 
wiring and construction will qualify 
as an expert repair man. 


Good Stock of Repair Parts, 
Well Arranged 


Another factor of major import- 
ance is keeping as complete as pos- 
sible a stock of repair parts. The 
Charleston concern pays particular 
attention to this, for in this effort the 
success of the department lies. The 
repair department is located in the 
rear of the building, where the table 
and shelves, at best unsightly, do not 
mar the appearance of the store. The 
parts are kept in a cabinet contain- 
ing many small drawers, each con- 
taining one kind of parts. Thus one 
drawer has heating elements for a 
certain make of iron; the next for 
another. One contains lugs, another 





In place of exhibiting several models of 
radio sets in its window, the Louis D. Rubin 
Electrical Company, of Charleston, S. C., 
has concentrated on one design, and draws 


the dials. 4 
is open, permitting an open view of the store. 


attention to the simplicity of its operation 
with the figure of a young girl manipulating 


The rear of the display window 
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handles, another washers, another 
contact studs, and so on down the 
line. 

Under such a system, it is not 
necessary for the repair man to 
search for half an hour in a box con- 
taining a litter of articles. Each 
drawer is labeled with a card con- 
taining the name of the part; and in 
some instances a sample is attached 
to the drawer, enabling the repair 
man to locate at a glance that which 
he is seeking. Overstocking is 
avoided; loss of parts is prevented; 
confusion is impossible; and it mtay 
be ascertained at a glance if any par- 
ticular stock of parts needs replen- 
ishing. 

What the Louis D. Rubin Electri- 
cal Company is chiefly concerned 
with is maintaining a complete stock 
of parts for the brands of devices 
which it sells. There are on the 
market a great number of standard 
makes of appliances, some of which 
are sold in a community to the exclu- 
sion of others. The electrical shop 
should have the parts of such makes 
it sells; and, perhaps on a smaller 
scale, parts for the makes sold by 
others in the same city. 


System of Records for Repair 
Department 

When a device is brought to the 
Rubin store for repairs, it is first of 
all tagged. The tag is numbered, and 
perforated, and the stub, likewise 
numbered, is given to the owner of 
the article, for identification. On the 
tag are spaces for writing the name 
and address of the owner, the kind 
of article, and for remarks. On the 
stub, which provides for the same in- 
formation, is printed: “We are not 
responsible for articles left in our 
possession for more than _ thirty 
days.” 

An additional record is kept 
through means of a card index sys- 
tem. In each instance a card is filed 
bearing the same information con- 
tained on the repair tag. When re- 
‘pairs are completed, the card is 
so marked, and any clerk can thus 
let the customer know if the work is 
completed; and if it is, can readily 
locate the article, even when the cus- 
tomer forgets to return the stub. 

When an article is brought in for 
repairs, the man in charge of the 
work should be summoned. He can 
usually inform the owner at once just 
what is wrong, if it can be repaired 
in the shop, what the cost will be, and 
when it will be ready. If it is neces- 
sary to send the article to the factory 


for repairs, the Charleston concern 
offers to attend to it for the cus- 
tomer, who is invariably glad to be 
relieved of the bother. 

A good repair department is an ex- 
cellent medium through which propa- 
ganda in favor of the use of high 
grade, if higher priced, standard, ad- 
vertised electrical goods. It often 
happens that people bring in cheap, 
inferior devices which have failed 
after a few days, and which cannot 
be repaired, or are not worth being 
repaired. Such instances offer the 
opportunity of selling better goods, 
and winning the customer over to the 
idea of “buying electrical goods from 
an electrical store.” 

“When a person brings an article 
to be repaired,” states Mr. Rubin, 
“he or she wants it repaired 
promptly and properly. It often hap- 
pens that the repair work is left to 
the spare time of electricians or help- 
ers who are not experienced in re- 
pairing devices. The job is thrown 
aside on a shelf, and the customer 
delayed for days, sometimes for 
weeks, either because the needed part 





A Toast from the Baker! 
ah 
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«Make Toast Your 
Breakfast Food 


V4, or A Cent Toasts Six Suices 
76) 


OAST, crisp, 
‘golden brown, 
9 piping hot from 
the electric toaster on your break- 
fast table—doesn’t that make 
your mouth water? 

Two or three slices of buttered 
toast contain more actual food 
value than a good helping of 
prepared cereal. 

Think of the ease, convenience 
and time saved by preparing your 
breakfast at the table onan Elec- 
tric Toaster—you have the 
bread anyway. 

Good bread makes good toast. 

An Electric Toaster makes 
the best toast. 


Ask your Baker 








Ps 
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Acting on the suggestion of the American 
Bakers’ Association, members in all parts 
of the country are co-operating in the cam- 
paign to “Put an Electric Toaster on Every 
Breakfast Table.” The movement is well 
under way in the east, and in New York 
City bakers are using full pages in the 


newspapers, telling the merits of the electric 
toaster. 











is not on hand, because no one has 
bothered ta send it to the factory, or 
because no one has been delegated 
to repair it. 

“It often happens that excessive 
charges are made. Sometimes the 
customer is dissatisfied with the 
price, even though it is justified, but 
at which she would not have com- 
plained had she known in advance 
what the charges would be. Then 
again, the article may be crudely 
patched up, and thus break down 
again ina short time. And the dealer 
may never realize that it is due to 
just such minor things that he is 
losing customers, making enemies, 
and injuring the electrical industry 
in general.” 





Demonstrating Radio to 
the Farmers 


HE National Radio Chamber of 
Commerce, assisted by the manu- 
facturers and distributors of radio, 
has begun a campaign for the pur- 
pose of educating the farmers in the 
practical everyday value of radio on 
the farm. 
The importance of this movement 
to the radio industry may be judged 
by these facts: 


1. The population of the United 
States is one-third farmer. But, eco- 
nomically, the farmer is more impor- 
tant than is his voting power. He pos- 
sesses, it is estimated, one-half the 
country’s buying power. 

2. Because of his daily need of 
weather, crop and market reports, and 
because of his need for the recreation 
and educational means furnished by 
radio, the farmer is, potentially, the 
nation’s biggest user of radio. 

3. First-hand information in the form 
of letters and telegrams from hundreds 
of farmers’ organizations in New 
York, New Jersey, Pennsylvania, Ohio 
and other states, and from the na- 
tional organizations, indicate that the 
leaders among the farmers are keenly 
interested in Radio as a practical utility. 

4. Manufacturers and distributors of 
radio equipment are entering into the 
plan and are sending out demonstra- 
tion parties with receivers and loud 
speakers, the Chamber securing for 
them also the privilege of exhibiting 
their lines and taking orders. 

5. The demonstrations have so far 
been chiefly confined to “county picnics.” 
Those in New York state occurring in 
August have an estimated attendance 
of more than 160,000, more than half 
of which will be covered by demonstra- 
tion. Following these picnics, the 
county fairs furnish the next oppor- 
tunity to reach the farmers in large 
number. These extend well into the 
fall and offer ideal opportunities for 
educational work of this sort. 
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Renew Your Linens 
With An ELECTRIC IRONER 


The evenly applied, steady pressute and 


heat of an electric woner will bring back 
the orginal firm, smooth fish of your 
table and bed linens 
And you can perfectly trun all flat work 
with an iruner in one-filth the me res 
quired by the hand-iron incthod. 
ay al Women’s and children’s dresses and 
- . men’s shirts and collars, under- 
wear, ruffled curtains —all are given that 
dainty treshness which marks the work 
of « perfect laundress. 
See a demonstration of an woner. You 
can buy for cash or on terms, as you 
wish. 


Siva Dc MOTHER 


th An Electric Ironer 











Clean the bets with 
an Electric Cleaner 


it cleans upholstered furniture, mat 

tresses and draperies as easily aw 

takes the dust and embedded aru 

2 out of carpets and rugs 

Oxy fem tho Gentes The specral fittings for every kind 

pf of cleaning are easily, attached 
They put an electric cleaner to work 
in corners and dozens of other 
places that cannot be carefully 
cleaned in any other way 
At house cleaning tome you'll be 
delighted with the many kinds of 
work the attachments will do Benen 
make cleaning drudgery 
Arrange for a free home demon- 
stration of an ciectric cleaner Try 
it yourself. 





Easy terms are always offered if 
you would rather not pay cash. 


Benarkin 


th An Electric Cl leaner 
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Let this Man Show You 
an Electric Cleaner 


Try an electric cleaner in your own 
me re's no betier way to 
prove thet youcan sev the tiresome 


drudgery of every day sweeping 
and cleaning 

Free home demonstrations are 
offered to women who are anuious 
to learn how they can clean uphol- 


Be) brow the hemor stering, porticres, draperies and 
oe depen 
ame per a as casily us carpets and 


An electric ones er ap an 
metde I dirt and germ: 
There's no othe cpl eptaienr home 


Sposvel fittings for every kind of 
cle 


aning ere easily attached. 
Womerwho have anclectriccleaner 
that has served ite purpose will be 
interested & the improved models. 
You may have p your (ree femee Cam 
onstration tomorrow Then buy 
for cash or oncasy terms. as you wish. 


Ban ane MOTHER 


th An Electric ¢ Cleaner 
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electne cleaner 
every woman's shouldery one 


of the greatest of houschold 
burdens. 

le keeps rugs, carpets, mat- 
tresses, upholsienng and drup- 


bay A the ee eries fresh and clean and 
asvee more time for other 
— that women like to 
into thew 

Bevcmbe pas songs of rage ng 

for we Wile 
ones Ih “a or ak of the free: 
dom from drudgery a brings. 


Free home demonstrations are 
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“SAVE MOTHER!” 


—the Campaign Slogan That Doubled and Tripled Sales 
of Electrical Labor-savers in Cleveland 


F YOU’RE looking for some slogan to carry- 
through a winner of a selling campaign—some 
catch-phrase that goes straight to the heart 

of this electiical labor-saving business—some 
line that rings true because it grips every heart 
that feels it just as it stops every eye that sees it 
—then think of the slogan Cleveland used in one 
of the most successful electrical selling cam- 
paigns of its history: ‘“Save Mother!’’ 

This was the basis of a recent newspaper adver- 
tising campaign by the Cleveland Electrical 
League, as a result of which Cleveland dealers 
reported increases of sales over a similar period 


in 1922 as follows: 


weshing mechines, 134 per 


cent increase; vacuum cleaners, 90 per cent in- 
crease; and ironers, 232 per cent. 

The advertising campaign was confined to the 
three major labor-savers—clothes washer, ironer 


and vacuum cleaner. 


Everyone was based on 


the mother appeal, and featured the same slogan. 
And one dealer, at the close of the campaign, 
reported himself as actually amazed at the 
change in the attitude of many women—“‘they 
seem to feel that washing machines are just as 
necessary in the home as a cookstove or running 


water.”’ 


The eight ads reproduced on this page are 
typical of those run during the campaign. 





I Do the Washing and 
Other Housework Too 


Here’ pep whatM Mf a 
wrote tu the 
ware sdracancstedl » Ne 


“We have made up winds 6 
0 save $1,000 thee spray AL 
Feady we have $20 and are that cree 
trying shard tw save Saw 
week” hth 
“I do the washing as I have 
anclectrec washing machine, 


Here's a woman whehasthe este 
Gare of three chddevn,~twn  casice 
boys od see. a ten years 
and @ girl oA 

Vhis letter sugges a way 
thousands uf anchitious 0 
Cleveland women wine eat Se rnennst ration 


SAVE MOTHER 


With An Electric Washing Machine 
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Invite this Electric Washing 
Machine Expert To 
Talk With You 


Here’samanwuhawife and Hell be might 
kiddie his own tee 







ne has You'll want te ke 
ad made 410 freedom f 





ioe - tot and wastel 
easy than ever before 


You'll want to kn sda 
elect 
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With An E Electric Washing Machine 
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Buy from the dealer sol 
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She _ Ever —_—_ 
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Perfect Ironing at a Saving 
of $2.00 a Week 
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“We Must Enlist the Aid of 


Teach Elements of Electricity 
in Public Schools, Urges 
Detroit Educational 


Leader 


That the study of electricity, at 
least in its simpler and more prac- 
tical application, should be made a 
part of the school curriculum, has 
been suggested by Mrs. Laura 
Osborn, president of the Detroit 
Board of Education. 

“Changing conditions warrant oc- 
casional changes in the curriculum,” 
says Mrs. Osborn. “The use of elec- 
trical appliances of all kinds has 
become sufficiently widespread in the 
homes of America to make it alto- 
gether imperative that not only the 
boys but the girls as well should have 
some knowledge of the fundamental 
principles and of the mechanical de- 
tails which underlie this innovation 
in the household.” 

Practically all the utensils and 
devices with which housework is 
done these days have changed, ac- 
cording to Mrs. Osborn. She main- 
tains that the manner of doing 
housework is wholly different from 
what was in vogue even as late as 
a quarter of a century ago, and that 


in consequence the school pupil, more 
particularly the girl, must get some 
sort of preparation in the school for 
these newer methods and appliances. 


Minor Troubles Could Be 


Easily Remedied 
“Electric toasters, washing ma- 
chines, vacuum cleaners, sewing 


machines and bells and lights are 
among the appliances with which 
many of the homes in the city now 
are equipped,” says Mrs. Osborn, 
“and these are being used daily by 
thousands of housewives in Detroit. 
And it is safe to say that many 
women using these appliances have 
had no one to show them anything 
about their operation and construc- 
tion. When for any reason, then, 
the appliance in use needs attention, 
it is extremely disturbing to these 
women not to be able to trace the 
cause of the trouble. And this is 
all the more annoying when, as is 
frequently the case, the trouble is 
a minor one which would require 
only a slight practical knowledge to 
discover and remove.” 

Such a simple thing as the blowing 
out of a fuse, for instance, Mrs. 
Osborn points out, may be attended 
at night with serious consequences, 





Have a Model Laundry in Your Store! 








The idea of a model laundry, while not new, 
is by far the best way of selling electrical 
laundry equipment, believes the Murray- 
Lash Electric Company of Columbus, Ohio. 
Even if it is no more than a corner of the 
display room roped off and fitted up with 
stationary tubs, electric irons, ironers and 
washers, it is bound to attract the eagle 








eye of every woman visitor. Or you could 
“intrigue” her fancy further—as the fiction 
writers say—by making a real ‘model 
kitchen” of it, with pretty curtains, plants, 
and white enameled furniture. The model 
laundry shown above is a veritable beehive 
of activity, and one of the busiest corners 
in the store, . 
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which could be averted if the house- 
wife had but a little practical knowl- 
edge of how a new fuse may be 
inserted. There are many houses 
which today have no other means of 
lighting but electricity, and in these 
houses, Mrs. Osborn maintains, it 
would be to the great advantage of 
the housewife if she could do for 
herself the things that are often 
necessary to repair such trouble as 
may arise. 





Obtaining the Name of 
the Prospect 


The housewife who takes an after- 
noon off to go across town and visit 
an Electrical Home exhibit, or the 
woman who attends the sessions of 
an electrical cooking school is an ex- 
cellent prospect for the later sale of 
electrical appliances as a rule. The 
electrical industry has recognized 
this fact and has devised many 
methods of obtaining her signature. 
Among the suggestions which have 
come from recent exhibits are the 
following: 


1. The register in which visitors are 
asked to sign their names is of course 
familiar to all—and a certain number 
of active prospects are undoubtedly ob- 
tained in this way. Many of those most 
interested will not care to sign their 
names, however—and on the other 
hand, the idle visitor who has come for 
an afternoon’s diversion in the hope 
that possibly refreshments will be 
served is just the one who cares to add 
his name to such a list. In one of the 
early California home exhibits, those 
who desired that an electrical booklet 
on home installations be sent them were 
asked to leave their addresses for this 
purpose. Where the crowd is not too 
large for individual attention to be 
given the visitor, it is possible for the 
attendant to take the name for such a 
purpose, adding for his own later in- 
formation in what appliances or 
features of wiring the prospect ap- 
peared most interested. 

2. The cooking schools recently in- 
augurated throughout the Intermoun- 
tain district have used attendance cards 
to obtain the names and addresses of 
those taking the course. In addition 
question cards, providing an oppor- 
tunity for the visitor to ask concerning 
the problems were distributed. These 
provided a space for the name and ad- 
dress and were particularly valuable as 
a basis for follow-ups, as they gave an 
idea of the special interests of the pros- 
pect. } At one of the recent range 
campaigns in the Northwest, a cooking 
school was used as one feature of the 
advertising. Cook books were given 
away to those in attendance. The name 
of every woman obtaining a book was 
asked and written on the cover, in order 
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“that the book might not be lost.” In- 
cidentally the young woman passing out 
the books transferred the name and 
address to a separate card as well. 

Experience gained from many 
electrical home exhibits suggests 
that the miscellaneous list of “those 
in attendance” proves later of little 
value—there is too much dead wood 
in it. Where it is possible to add a 
personal word as to the interests 
of the prospect, however, or to ob- 
tain a direct expression of interest 
on his own part, however, the list is 
extremely valuable and should prove 
an excellent field for the enterprising 
dealer to cultivate. 





“No Wedding Bells for Me--- 
Unless They’re Electrified!” 


When Miss Sigourney J. Frush, 
range demonstrator for the Westing- 
house Electric & Manufacturing 
Company, recently gave a range 
demonstration in Clearfield, Pa., the 
local editor wrote an article in his 
paper intimating that she probably 
would not return to town again, as 
the bonds of matrimony couldn’t fail 
to claim such a good cook. 

Mightily amused thereat, Miss 
Frush promptly sent back the follow- 
ing reply: 

“There is one mistake that I wish 
to correct, and that is the assump- 
tion that I am traveling about the 
country cooking in order to enter 





If we are to succeed in merchandising the electrical 


n— idea.”” This theme, developed during Association 


Island Conference of Electrical Leagues, receives sup- 
port of practical selling experience as testified by accom- 


panying incidents. 


heart-winning contests. It’s all 
wrong. My chief ambition is to 
lighten the burden of my sisters who 
have already won the hearts of men, 
and to properly instruct all young 
women who are heart-winners. 

“The fact is that the average man’s 
heart is won by a beautiful face, 
eyes, hair, teeth, voice, sweet dis- 
position, social or financial standing, 
occasionally by a very brilliant intel- 
lect, but rarely by the ability to 
properly prepare and serve food. It 
is after the heart is won that the 
tug of war begins, and this three- 
times-daily trip must be taken in 
order to retain the already won pos- 
session. It is traveling the heart 
route by way of the stomach, stop- 
ping at the kindling box, the coal bin 
and the ash can, that makes this trip 
dangerous, and has caused many 
women to be wrecked on this route. 
It is hard, hot, dusty and dangerous, 
and we often read of smash-ups on 
the way. 

“No, not for me, until this road is 
electrified, which will make the 
traveling safe, and eliminate all of 
the disagreeable steps on the way.” 

Which strikes us as being a pretty 
good working philosophy for women 
in the industry. How about it, Ap- 
pliance Saleswomen—do you agree 
with Miss Frush? 


“Musical” or “Noisy” —It’s 
All in the Ear! 


By Mrs. PERCIVAL SHUTTLES 
Apex-Rotarex Saleswoman, Asheville, N. C. 

Did you know that a vacuum 
cleaner is “musical, like the vic- 
trola?” At least, I am now con- 
vinced that it is. 

Some time ago, two wealthy, aris- 
tocratic, and extremely aged ladies 
consented to a demonstration of the 
vacuum cleaner, only to ask that I 
desist as soon as they heard the noise 
it made. Recently, however, I made 
the sale anyway, and about ten days 
later, when I called upon them, one 
of them remarked: 

“You know, Mrs. Shuttles, the 
cleaner is not noisy; it is musical, 
like the victrola!” With all my en- 
thusiasm for the vacuum cleaner, 
that is one tribute I should not have 
thought of according it! But it is 
certainly true that it’s all in the way 
you hear a thing, and to many a 
happy housekeeper the vacuum 
cleaner sings a song of content- 
ment and gladness as musically as 
does any phonograph. 

Why, Asheville’s new motion pic- 
ture theatre even used the electric 
cleaner as a member of its orchestra, 
during the storm scene of Griffith’s 
“One Exciting Night!” 












If feminine hearts today sigh for the lost 
Cosmetic secrets of ancient Egypt, they 


Surely have something far better in the 
multitudinous electrically-operated beauti- 
tying devices without which no beauty par- 
Or today is considered complete. 


In fact, 


The Last Word in Electrical Beautifiers—Tell Your Local Beauty Shops About Them! 


a trip around town to visit the beauty par- 
lors and learn what they need in the way 
of electrical equipment, might be well worth 
the dealer’s while, particularly if he can 
bring the proprietors information about the 
newest electrical beautifiers. For example 
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there is the new steaming machine used for 
facial massage, shown at left; the latest in 
weight reducers, called the oscillo manipu- 
lator, at center; and the new permanent- 
waving apparatus. Are the beauty parlors 
in your town equipped with all of these? 
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From $2,700 to $270,000 


in Three Years 


A. M. Smith of Los Angeles Shows What Can Be Done in Building 
Up a Time Payment Business with a Small Capital, 


HEN he started in the elec- 
W trical business A. M. Smith, 
of the A. M. Smith Electric 
Company of Los Angeles, mortgaged 
his home and borrowed money to 
collect together the capital of $1,000 
with which he and Mrs. Smith 
started their career. Out of this 
they had to buy an automobile, lay 
in their stock and finance their busi- 
ness. In 1919 their time payment 
business amounted to possibly as 
much as $2,700. Today, the com- 
pany has a store in the main business 
district of the city, an air of pros- 
perity and a steady stream of cus- 
tomers—and the account last year 
with the finance company which 
handles their time payment business 
was some $270,000. The business 
had multiplied one hundred times in 
the three-year period. 
“Work—hard work,” Mr. 
credits with being the chief explana- 
tion of success and he tells about 


Smith ° 


but with Much Hard Work 


many an occasion in the early days 
when both he and Mrs. Smith put in 
a day which began at six in the morn- 
ing and lasted until ten or eleven at 
night. Not that they regret the ef- 
forts put into the building up of the 
business. “Success only comes with 
experience,” says Mr. Smith,—‘and 
experience is only gained by working 
for it. The man who is given $25,000 
to put into a business doesn’t know 
how to expend it wisely—the man 
who has earned $25,000 can usually 
go ahead and multiply it.” 


Salesmen Study Merchandising 


“Next to work comes. study.” 
With the enthusiasm which char- 
acterizes success, the Smiths have 
analyzed their problems as they have 
arisen, have studied the principles 
which lay back of merchandising 
achievement and have developed the 
business in anything but a_ hap- 
hazard fashion. Characteristic of 











Limiting his goods to heavy appliances 
solely and without salesmen in the field or 
special price reduction, A. M. Smith has 
nevertheless built up his business one hun- 
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dred fold in the last three years. 
son why is 


reached in the main business district, and 
the exterior readily attracts passers-by. 


J One rea- 
because his store is easily 


this attitude is the fact that the 
salesmen on the floor have all of them 
become interested in the study of 
psychological principles as an aid to 
handling customers. 

In the practical side of building up 
a business of such proportions, with 
very little capital, Mr. Smith is a 
firm believer in the aid rendered by 
the reliable financing company. 

His business is a specialized one. 
Starting with vacuum cleaners, he 
soon spread to electric washing ma- 
chines and electric sewing machines. 
More recently he has added a line of 
gas ranges. Almost all of this 
heavier type of equipment must be 
sold, he is convinced, on a partial 
payment basis. It is the middle class 
of people, not the rich, who find an 
electric washing machine indispen- 
sable to their home comfort. They 
are used to monthly expenditures for 
laundry and for house cleaning and 
they find this a natural way to pay 
for equipment which makes unneces- 
sary this outgo. They usually would 
find some difficulty in meeting the 


full amount of the payment at one 


time. 

What is the man with the small 
amount of capital to do about it? He 
cannot handle the paper himself— 
and his banker is cautious in com- 
ing to his assistance. Moreover, the 
bank charges a rather high rate of 
interest on money for this purpose. 
The finance company is the obvious 
conclusion, believes Mr. Smith. The 
small merchant is enabled in this way 
to carry on a business beyond his 
own capital—and yet not excessively 
beyond his powers to carry. The 
method must, of course, be used 
wisely. A small amount of the bur- 
den still falls upon the merchant’s 
own capital and he must provide for 
carrying his own share of all such 
business which he undertakes. It is 
only the man who expects to escape 
entirely without responsibility and 
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GREATEST VALUES 


Ever Heard of in 
Electric Washers 
SPECIAL TERMS 


LIMITED NUMBER 





NO INTEREST 


Recommended by Good Housekeeping 


The New VOSS SAFETY CABINET WASHER, 6-sheet 
capacity, steel bench, folding table, swinging reversible 


eae On Special aa, only $88 
NEW VOSS SEA WAVE 
ELECTRIC WASHER 





NO INTEREST Meee 


Recommended by Good Housekeeping 





Full cabinet, oversize, heavy copper tub, oscillating 
type. Experts claim oscillator the superior type washer. 


Mary tow pie iene GE SESS 
Phgee tere: TD INTEND shoe ort. 
A. M. Smith Co. 


Phone 872-329 219 W. 3rd St. 


Although Mr. Smith believes in bringing 
people into his store through the bargain 
appeal of his merchandising, he is never- 











theless a believer in maintaining standard 
prices and most of his special sales are 
based upon,the feature of small initial pay- 
h.ents nd special terms offered. 





who fails to reckon up the margin 
which must be allowed from his own 
capital who does not succeed. This 
responsibility, again, Mr. Smith does 
not regard as a drawback, but rather 
as the natural and rightful inertia 
which is inherent in the building up 
of any business. It fits admirably 
his theory that no one should be al- 
lowed the expenditure of large sums 
of money until he has earned them 
and in the process learned the way 
to use them. 

There are several principles of 
good merchandising which the Smiths 
have worked out in the rapid growth 
of their specialized trade. They 
have learned in the first place, to 
concentrate. They do no contract- 
ing business and they handle no 


small appliances. Both of these de- 
partments require a different type of 
treatment than the heavier appli- 
ances and, they feel, would mean a 
scattering of their forces. The con- 
tracting business is one which can 
be handled most effectively by the 
man who is in the field himself. The 
Smiths approached the game from 
the merchandising end and it is here 
that their interest lies. Small ap- 
pliances mean a considerable store 
force who need not be necessarily 
trained to the extent that is required 
of the washing machine or vacuum 
cleaner salesman. They felt that 
they could not afford to take the time 
of their highly trained men to handle 
small material—nor to pay for the 
lesser sales clerk who could not put 
in the effective work desired in their 
other lines. 

The line of expansion has been to 
gas ranges as an additional line— 
and they expect eventually to include 
other household furnishings as a side 
line. This equipment has a ready 
sale, it brings people into the store 
who later become prospects for elec- 
trical goods and it has an attractive 
profit in itself. 


No Outside Salesmen Employed 


A rather surprising feature of this 
establishment for one which spe- 
cializes in larger equipment is that 
it employs no outside salesmen. 
Here again, Mr. Smith believes in 
concentration. His efforts are bent 
toward giving an effective service in 
his store—this means an overhead, 
an overhead which is a burden on 
every article of electrical equipment 
sold. To pay commissions to an out- 
side man for the sale of the same 
equipment would mean a second over- 


head charge which would be two diffi- 
cult to sustain. Moreover, the man 
in the field is not within the counsel 
and control of the store—confining 
business to the store itself means 
that all are imbued with the same 
spirit and make their sales upon the 
same principles of service rendered. 
This complete specialization has 
permitted a very thorough organiza- 
tion of forces and makes possible 
undoubtedly a special service to the 
customer which would not be pos- 
sible otherwise. It also makes the 
problem of sales somewhat more com- 
plex. All the equipment sold is of a 
semi-permanent nature. That is to 
say, it is not a repeat business. The 
man who buys a pair of shoes today, 
will be coming back a few months 
from now to buy another, but the 
man with a washing machine is com- 
pletely satisfied on that score for 
some years to come. This means that 
it is a new crop of customers who 
must be caught each time, with the 
exception of course of those who own 
vacuum cleaners and who now pur- 
chase washers—or vice versa. 
Without outside salesmen and 
without a large variety of small stock 
to bring them into the store, how is 
this accomplished? In the first place, 
by having the store in a prominent 
position. It is not in the very center 
of the shopping district—Mr. Smith 
does not believe that any business 
requiring so much floor space for the 
display of stock and with such a 
relatively low turnover as is inherent 
in this type of material, can afford 
the excessive ground rents called for 
by the main business district. The 
store should be not too far from 
this district, however, and it should 
attract the visitor from the outside. 























The entire front of the store is open, so that 
people passing by feel an intimate contact 
with everything that is going on. This 


arrangement also makes possible the stag- 
ing of demonstrations in the front of the 
store, akin to sidewalk shows. 








































3742 ELECTRICAL MERCHANDISING 





Vol. 30, No. 5 





One of the features adopted by the 
A. M. Smith Company is the use of 
an entire open front to the store. 
The front panels can be entirely re- 
moved during the daytime, leaving 
the store wide open to the public. 
This attracts many who are passing 
by and who get a much more inti- 
mate view of what is going on than 
is possible through any window or 
doorway. It also makes possible 
demonstrations in the front of the 
store which give the same personal 
contact as though they were given 
on the sidewalk itself. 

Next after the location of the store 
comes advertising. Mr. Smith be- 
lieves in advertising and to this per- 
haps as much as any other one factor 
may be attributed the phenomenal 
growth of their business. These ad- 
vertisements feature the time pay- 
ment feature of the business—and 
they have been drawing cards which 
have brought customers from distant 
points to take advantage of what 
they regard as an opportunity. 


Standard Prices Are Maintained 


It should be stated here that Mr. 
Smith does not believe in cut prices. 
Occasionally a special offer is justi- 
fied for a limited period—but this is 
usually in the form of a special in- 
ducement for payment within a six 
months’ period, or of a somewhat re- 
duced initial payment. Once or twice 
when it has been possible to pick up 
an assortment of goods at a very 
low figure, this is reflected in special 
prices to the customer, but on the 
whole the regulation prices are con- 
sistently maintained. Indeed, al- 
though much of the advertising 
reads “no interest charged” this re- 








fers to the somewhat advanced figure 
for time payments. The merchandise 
is thus disposed of at a somewhat 
higher figure than that quoted else- 
where for cash figures, but the point 
is, it is disposed of. 

Most important of all in attracting 
customers to the store, say the 
Smiths, is the advertising obtained 
directly from their former clients, 
who advise their friends of the satis- 
factory appliances and service ob- 
tained. And any store which rests 
on the firm foundation of satisfied 
consumers is in a gratifying position 
indeed. 





Adjustable Clamping Lamps 
— Their Gift Uses 


By CLAUDE SCHAFFNER 


(THIN recent years there have 

come on the market several 
types of adjustable clamping lamps— 
each provided with some method of 
attachment which unfolds out of the 
base. 

In some, this attachment is a con- 
venient felt-covered hook that sus- 
pends the lamp from chair back, head 
of bed, center of dresser, or from 
almost any sort of projection. 

In some others, it is an ingenious 
clamp that pulls out of the base and 
takes a firm grip on whatever sup- 
port is handy. 

Some have a screw type of clamp, 
circular in shape. Some have a coiled 
spring which slips over the support, 
and still others have a clamp which 
sets like a spring clip such as is used 
to hold a bunch of papers. And 
nearly all have a folding eyelet to 
go over a nail. 

Most of the portable adjustables 








The practical uses for adjustable clamping 
lamps are innumerable—limited only by the 


needs and ingenuity of the user. 


on a machine is at best an arduous task, 
but a good light directly on the work helps 
Sewing a lot. 


of any importance now on the market 
use the bulb as a support for the 
shade, which contains some form of 
adjustable spring grip that takes a 
firm hold. And in most types the 
stem is hinged below the socket to 
enable the user the more easily to 
reflect light where he wants it. 

But, whatever their mechanical 
differences may be, they meet needs 
that simply had to be met. 


“Reading in Bed” 


For instance, untold numbers of 
people would rather read in bed than 
any other place. And it is a natural 
desire. Bereft of tiresome clothes 
and clad in fresh, clean pajamas or 
nightie, what could be more comfort- 
able than to snuggle down between 
the covers and read till drowsy, then 
snap off the light and slip away into 
the land of pleasant dreams? It’s 
ideal to read in bed—especially when 
your light comes directly from over- 
head, and that is just what happens 
when you clamp or hang one of these 
unique portable adjustable lamps to 
the center of the head of the bed. 

So it goes throughout the family, 
clear down to the chauffeur who uses 
one in the garage because it is easier 
on his eyes than that bulb in a bird 
cage which is rightly named a 
“trouble” light. 

So it doesn’t make much of a strain 
on the merchandising man’s imagina- 
tion to see that with a little of the 
right kind of education of the public 
by the clerks in the retail electrical 
store a very nice year-round revenue 
can be developed on these useful 
lamps. And, because of their per- 
sonal nature, Christmas is an ideal 
time to introduce them as. gifts. 





big chair throws a reading light just where 
it is wanted, without being in the way. 


Or one hooked over the back of a Feature them as Christmas gifts. 
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Opening the “Home Electric” 
with a Parade 


Royal Procession of 350 Floats and Autos 


Leads Way to River 


EFORE the second electrical 

home in River Forest, IIl., was 
thrown open to the public for sixteen 
days, the event was preceded by a 
publicity stunt unusual in the his- 
tory of the electrical homes exhibited 
to the public up to date. This event 
was in the nature of a parade which 
was held immediately preceding the 
formal opening of the home. More 
than 340 automobiles, floats, and 
trucks, headed by the “Queen of the 
Modern Electric Home,” and guarded 
by six motorcycle policemen from 
Oak Park, River Forest and Forest 
Park, paraded through these three 
villages on Saturday afternoon Sep- 
tember 15. 

About a year ago the first elec- 
trical home in River Forest drew the 
attention of the community to the 
electrical idea, and although that ex- 
hibit was considéred a successful one 
in many respects, the West Suburban 
Electrical League, which has pro- 
moted both homes, decided to launch 
the second home in such a 
fashion that it would set 
a new record for interest 
and attendance — hence 
the parade. If this par- 
ade had consisted of a 
score or two of automo- 
biles and one or two floats 
it would have been some- 
thing of an event in itself, 
but the fact that the par- 
ade was actually made up 
of more than 340 vehicles 





Forest (Ill.) Exhibit 


indicates the interest which was 
aroused in the idea by the promoters 
of the electrical home exhibit. 


The leading float, “Queen of the 


Modern Electric Home” was the ex- 
hibit of the local central station, the 
Public Service Company of Northern 
Illinois. Close behind the Queen’s 
float in the parade came the automo- 
bile of the officials of the exhibit and 
their guests, and behind this were the 
builders of the home in another auto- 
mobile. The West Suburban Elec- 
trical League’s float came next. Then 
came a float provided by the builder’s 
themselves. One appliance com- 
pany’s float was unique in that it had 
a complete electrical kitchen in which 
appliances were demonstrated by 
young women employees from the 
Oak Park office of the Public Service 
Company. 

Every material dealer and elec- 
trical appliance manufacturer that 
had any product in the home was rep- 
resented by a float or by a truck in 


the parade. Paper plumes lent a 
touch of color to the parade, and two 
bands were provided for the occasion. 
Before the parade had _ started 
nearly 1,000 people had assembled at 
the home and stood in line for the 
doors to be thrown open. When the 
parade had reached the house in the 
late afternoon the number had grown 
to nearly 3,000, and although the 
demonstrating crew had been pre- 
pared to give the usual talks in each 
of the rooms of the home it was 
necessary to abandon this routine and 
to admit as many persons as possible 
at one time. On the opening after- 
noon 1,400 people inspected the house 
in one hour, and when the doors 
closed on Sunday night more than 
10,000 people had been through. 





Even the Automobile Dealer 
Helped! 


URNITURE dealers, art shops, 

music stores, florists—every Home 
Electric exhibited so far has had the 
co-operation of these local business 
interests. But it remained for Fres- 
no, Cal., to get the co-operation of a 
local automobile dealer. The Home 
Electric there having a perfectly good 
garage, permission was given the 
automobile dealer to display a car in 
it during the period of the 























So great was the crowd attending the sec- 
ond “Home Electric” at River Forest, IIL, 
that the police had to assist in handling 


the traffic. At the left is shown the float 





exhibit, in return for sup- 
porting and advertising 
the Home Electric. 

The Fresno Home Elec- 
tric was successfully ex- 
hibited to the public this 
spring, all branches of 
the local electrical frater- 
nity co-operating. More 
than 15,000 visitors were 
conducted through the 
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the Public Service Company of Northernpart in the procession. | At t rig s 
Shinots the “Queen of the Modern Elec- view of the “Home” with part of the crowd 
trical Home.” In the upper illustration watching the arrival of the parade before 


are a few of the 350 automobiles takingthe opening. 
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Selling Kitchen Lighting 
Units to Every Third Home 
at Hartford, Conn. 


REMARKABLE 30-day campaign 

in kitchen-lighting units at 
Hartford, Conn., during which 10,000 
kitchen units will be sold—or one to 
every three homes called on—was de- 
scribed by R. D. Cutler, sales man- 
ager of the Hartford Electric Light 
Company, before a conference of 
central-station sales managers held at 
Meriden, Conn., October 22 and 23, 
under the auspices of the Edward 
Miller Company of that city. 

Newspaper advertising and a 
direct-mail campaign explained the 
offer to the local public. At the time 
of going to press, fifteen per cent of 
the orders coming in were being 
taken at the central station offices; 
7 per cent were coming by telephone; 
10 per cent by mail, 7 of one per 
cent through electrical contractors, 
and some 78 per cent through direct 
house-to-house selling by canvassers 
of the John A. Corcoran organiza- 
tion. 

One quarter of the purchasers 
specified the short Wiremold side- 
run outlet offered to provide an elec- 
tric-iron connection, while one in 
forty desired a run of similar mold- 
ing to a baseboard outlet position. 
Each kitchen unit sold carries a 
150-watt lamp, increasing the con- 
sumption per kitchen by 100 watts. 
At 1,000 hours’ annual use per 
kitchen, the local 54 cent rate, the 
lighting company’s annual income 
will be increased $55,000 a year as 
the result of the 30-day campaign— 
fully offsetting the result of the 
recent rate reduction granted at 
Hartford. 

The sales managers were in con- 
ference for two days discussing 1924 
campaign methods on lamps and fix- 
tures, and the session closed with 
a banquet at the local country club, 
tendered by Rex Cole, M. Schwarz, 
G. P. Norton, and other officials of 
the Edward Miller Company. 





Electrical Development 
Headquarters on 
Pacific Coast 


O RENDER a more personal and 
intimate service to the electrical 
industry of the Pacific Coast, the 
directors of The Society for Electri- 
cal Development have authorized the 
establishment of an office at 527 








Rialto Building, San Francisco, Cal. 
Samuel H. Taylor, formerly president 
of the Electric Railway and Manu- 
facturers Supply Company of San 
Francisco, has been appointed Pacific 
Coast manager. Mr. Taylor will also 
continue to serve as Secretary of the 
Pacific Coast Electrical Association. 





Dr. C. P. Steinmetz Dead 


S WE go to press word is received 
of the death of Dr. Charles P. 
Steinmetz, famous consulting engi- 
neer of the General Electric Associa- 
tion, at Schenectady, N. Y., October 
26, of acute myocarditis. Dr. Stein- 
metz had just returned from a trip 
across the continent to California, 
and it is believed that the strain of 
this journey may have contributed 
to his illness. 





A Hotel Manager’s Ideas on 
Electrical Comforts for 
His Guests 


N A recent article in Hotel Man- 

agement, a publication edited for 
hotel proprietors and personnel, the 
manager of a mid-western hotel dis- 
cusses the ideal hotel at some length. 
He first explained the hotel’s policy 
of securing the best beds it could 
buy, and then went on to say: 


“To my mind the next essential 
for a homelike room is proper light. 
During the day large windows fur- 
nish our rooms with an abundance of 
natural daylight, and at night we 
supply enough light to prevent eye- 
strain in any part of the room. In 
the center of the room we use a 75- 
watt lamp. Over the shaving mirror 
above the washbowl we have in- 
stalled one of 40-watts, and in the 
cozy, rose-tinted combination table 
and bed-stand we use a 25-watt lamp. 
It cost us several hundred dollars to 
put one of these pretty boudoir lamps 
in each room, but I believe they con- 
stitute one of the most effective bits 
of equipment we have for making our 
rooms homelike. How can a guest 
help but feel comfortable in a well- 
lighted room in which the proper 
decorations and colors are made to 
blend harmoniously? Nothing is so 
conductive to depression and unhap- 
piness as poor light. 

“We also supply each room with 
an electric fan. We are obliged to 
furnish heat in winter and the guest 
thinks nothing of it. When it comes 
to a cooling fan in summer, though, 
he feels that he is getting something 
for nothing. This is just one more 
of those things that guests can talk 
about—and after the original in- 
vestment the cost of operation is 
small indeed.” 





Record of Lighting Fixture Patents 


Issued from Sept. 4 to Sept. 25, 1923 


Compiled by NORMAN MACBETH 
Consulting Illuminating Engineer, New York City 


Design Patents 


The following are all the design patents per- 
taining to lighting materials issued 4 the U. S. 
Patent Office, from Sept. 4, 1923, to Sept. 25, 


1923. 

62,982. Body Part for Lighting Fixtures. 
Thure E. Dahl, New York, Y., assignor to 
Lightolier Company, New York, N Y. Filed 
July 21, 1921. Issued Sept. 4, 1923. 

63,003. Lamp Shade. Albert J. D. Ohm, 
Astoria, N. Y., assignor to Max Schaffer Com- 
pany. Filed Dec. 16, 1922. Issued Sept. 4, 


1923 
63,004. Electric-Light Bracket. Cephas 
Danbury, Conn. Filed Dee. 9, 928, 


Rogers, 
Issued Sept. 4, 1923. 

63,006. Lamp. Walter Rylander, Americus, 
. Filed Mar. 28, 1922. Issued Sept. 4, 

63,016, 63,017, 63,018. Lamp. Herman H. 
Wolter, Meriden, Conn., assignor to Edward 
Miller & Company, Meriden, Conn. Filed Dec. 
15, 1922. Issued Sept. 4, 1923. 

63,026. Side Panel for Laterns. Thure E. 
Dahl, New York, N. Y., assignor to Lightolier 
Company, New York. N.Y. Filed July 21, 1921. 
Issued Sept. 18, 1923. 

63,037. Arm for Lighting Fixtures. Henry 
M’. Kofsky, Philadelphia, Pa. Filed April 13, 
1922. Issued Sept. 18, 1923. 

63,049. Bracket .-Lighting . Fixtures. 
Frank S. Crowell, Toledo, Ohio, assignor to Ed- 
ward N. Riddle Company, Toledo, Ohio. Filed 
Feb. 24, 1922. Issued Sept. 25, 1923. 

63,050. Lantern. Joseph W. Gosling, Schen- 
ectady, N. Y., assignor to General Electric Com- 
—- Filed Sept. 12, 1921. Issued Sept. 25, 


63,053. Klein, 


.for 


Wall Lantern. George J. 


Cleveland, Ohio. Filed Jan. 15, 1923. Issued 
Sept. 25, 1923. 
63, 055. Bracket Back. Emory S. Lewis. 


New York, N. Y., assignor to London Lightin:- 
wares Corporation. Filed Jan. 17, 1923. Issue: 


Sept. 25, 23. 

63,057. Ceiling Light for Lighting Fixtures. 
Glenn E. McFadden, Lakewood, Ohio, assignor 
to Alfred Vester Sons, Ine., Providenes, BR. 1 
Filed Oct. 14, 1922. Issued Sept. 25, 192%. 

63,060. Ceiling Chandelier. Frederick Max 
Poritz, New York, N. Y., assignor to Star Chan- 
delier Company, New Yo rk, N. Y. Filed Nov. 
11, 1922. Issued Sept. 25, 1923. 


Mechanical Patents 


1,467,538. Safety Lock for Electric Bulbs. 
James William Doward, Halifax, Nova Scotia, 
oe. Filed Sept. 4, 1920 Issued Sept 11, 

1,467,689. Lamp Shade. Adolph Scherer 
Philadelphia, = Filed Jan. 19, 1922. Issued 
September 11, 23. 

1,468,348. a Installing and Re- 


moving Device. Harold D. 
Mass., assignor to The Manufacturinz 
Company, Pittsfield, Mass. Filed May 17, 1922. 
Issued Sept. 18. 1923. 

1,468,451. Bedlamp Shade. Rudolph W. ory 
Ade, Indianapolis, P Filed Oct. 16, 19 
Issued September 18, 1923. 

1.469.034. Electric-Lighting ‘pesken. Reuben 
B. Benjamin, Chicago, Tll., assignor to Benjamin 
Electric Manufacturing Company, Chicago, III. 
Filed Dec. 19, 1919. Issued Sept. 25, 1923. 

1,469,037. Socket and Shell Cap Fastening. 
Victor R. Despard, Hinsdale, Til. assignor, by 
mesne assignments to McGill Manufacturing 
Company, Valnaraiso. Ind. Filed July 21, 1917. 
Issued Sept. 25, 1923. 


Grinnell, Pittsburgh. 
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Copies of illustrations and specifications for patents may be obtained from the 
Commissioner of Patents, Washington, D. C., for 10 cents each 
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And Now Comes “Co-operative 


Housekeeping! 


199 


Women’s Magazine Is Promoting Group Purchase and Use of 
Laundry and Household Appliances for Women Who 
Otherwise Cannot Afford Electrical Labor Savers 


BY FLORENCE R. CLAUSS 


with the creed of “co-opera- 

tion.” Every industry, indeed 
has come to realize that the greatest 
possible benefit to its every branch 
is obtained by common discussion 
and pooling of the problems and ex- 
periences peculiar to its field. With 
this co-operative vision in mind, the 
Woman’s Home Companion, as 
spokesman for the great number of 
American women who are overbur- 
dened with household chores and 
worries, has launched a novel “co- 
operative housekeeping” campaign, 
through which, it is hoped, the same 
spirit of helpfulness and solution of 
common problems will be derived as 
were obtained through co-operation 
in the industrial field. “The purpose 
of this nation-wide campaign,” the 
editor explains, “is to work out on a 
big, practical scale, the best possible 
solution of the household drudgery 
problem. That housework may be 
better done and more easily accom- 
plished is our goal. Our ultimate pur- 
pose is the creation of more leisure 
and a freer attitude of mind for the 
essentials of home-making.” 

Such co-operative effort in the 
home, it is explained, seems to fall 
into three main groups: 

1. Exchange of work, as sewing for 


washing; baking for daughter’s music 
lessons. 


2. Exchange of time, as taking turns 
in caring for children. 

3. Sharing of work, as in the big 
tasks of canning perishable vegetables, 
washing, sewing, etc. — just the old- 
fashioned “bees” in many cases. 


| vith electrical man is familiar 


The actual operation of this co- 
operative idea is being developed and 
conducted by two well-known authori- 
ties in the home economics field, 
Ethel Puffer Howes and Myra Reed 
Richardson. The working plan of the 
campaign is being followed up each 
month in the Woman’s Home Com- 
panion and various methods of in- 
augurating and conducting this co- 
operative movement in the different 
communities suggested. 

In reply to offers by the magazine’s 
editor to its readers for reports of 
successful ventures in “getting to- 
gether,” several of the letters received 
expressed satisfaction with results 
obtained from the co-operative wash- 
day. In almost every case where 
these washday groups were formed, 
electrical laundry equipment (washer 
only in some cases; in others, washer, 
ironer and dryer) were installed. 
Extracts from one or two of these 
interesting replies, expressing the 
woman’s viewpoint, are printed here- 
with. 


Complete Electric Laundry Shared 
by Four Families 


“Six years ago, the wife of my hus- 
band’s business partner and I realized 
that by pooling our personal and house- 
hold assets we would profit as much as 
did our husbands by their partnership. 
Since then our ‘syndicate’ has grown 
to include two neighbors, with a fifth 
now seeking admission. 

“Mrs. A. has a large cellar with hot 
and cold water faucets. We installed 
our laundry there—tubs, power washer, 
heated drier and ironer. Not one of 
us could have afforded such equipment, 





The joint ownership by four or five women 
of an electric washing machine, ironing ma- 
chine, vacuum cleaner or any other house- 
hold electric appliance is simply an applica- 
tion of the co-operative idea which has been 


extant on American farms for many dec- 
ades, for here can be found joint ownership 
of binders, mowers, etc., opening up great 
new markets among classes of buyers who 
could not otherwise afford such implements. 


but one-fourth the total cost was easily 
paid by each. Mrs. B. has a large extra 
room which we made into a sewing 
room and placed in it a full length 
triple mirror, electric machine, dress 
forms, cutting table and material chest. 
Mrs. C. offered her heated out-kitchen 
which we equipped fully for heavy 
kitchen work with the things every 
woman dreams of having to help her 
and can so seldom afford. Mrs. D. had 
no house space to offer but she had a 
good barn and yard. There we keep a 
cow, hogs and poultry. Their feed and 
housing costs much less than if we all 
tried to keep stock. 

“Six years have proved the success 
of our plan. Sacrifice of personal pre- 
judices, tact, confidence in each other’s 
wisdom and honesty are the only things 
required by us for admission. Vastly 
more leisure, and unbelievable cut in 
living expenses, and increased prosper- 
ity are our rewards. So far none of us 
has sacrified any individuality nor do 
our homes seem machine-run.”—N. F. 

“Our washing was our problem. At 
a neighborhood gathering one day the 
problem was discussed and every one 
agreed that a washing machine would 
solve the problem if we only had the 
price. I went to consult the dealers 
and found that a good machine could be 
bought and paid for on the installment 
plan. I figured that we could pay for 
one in a short time if as many as five 
women favored the plan; and this in 
turn would depend upon the possibility 
of finding a convenient location for our 
laundry. I then remembered there was 
an unoccupied garage in our vicinity 
which had a cement floor and running 
water. 

“TI called my friends together again 
to report my findings and was delighted 
that they were anxious to co-operate. 
Within a week we had secured the use 
of the garage at a nominal rent and 
our order was placed for the machine. 
It worked beautifully. Within a year 
we were able to build a small building 
for our laundry, thereby saving rent. 
Also our plan became so popular that 
it was adopted in other communities.” 
Mrs. J. L. D., Texas. 


This co-operative housekeeping 
plan has a distinct relation to the use 
of electricity in the home and should 
be of interest to the electrical dealer. 
There are very few women, as the 
dealer knows, who would refuse to in- 
stall an electric washing machine, 
ironer, dryer or sewing machine if 
the necessary funds were available. 
But electrical appliances cannot be 
bought with the same unconcern that 
is displayed in buying a washboard, 
tub or broom. In many cases the pur- 
chase of one of these devices means 
that mother must do without a new 
winter coat. Or in another case the 
dealer is told that Mary or George 
must be educated and every spare 
dollar used in that direction—and the 
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old-fashioned, cruelly-tiring house- 
keeping methods are continued. 

It is pointed out, that by pooling 
resources in the co-operative scheme, 
a group of women can conveniently 
raise the necessary amount for the 
joint-purchase of a-washing machine, 
ironer or sewing machine. In this 
way, there are created a number of 
“live” prospects for individual elec- 
trical purchases, instead of several 
“dead” ones who, perhaps, could not 
even think of purchasing electrical 
equipment for years,—“until the chil- 
dren are grown up’—when, inciden- 
tally, the greatest need for these de- 
vices has passed. 

It is every woman’s desire, of 
course, to own these appliances her- 
self, outright, rather than share them 
with her neighbors, and each member 
of the co-operative group is looking 
forward to the time when she can 
afford an electrical washer or other 
labor-saving equipment of her own. 
In the meantime, however, she be- 
comes an enthusiastic disciple of the 
electrical way, and is eager to spread 
the story of electrical convenience. 

When the dealer runs across a 
prospect who is a believer in the elec- 
trical way but who cannot buy be- 
cause of the initial outlay required, 
why not suggest the co-operative 
club? Are there any such clubs in 
your community, friend dealer? 
Speak to your wife about it; she'll 
have a practical idea about introduc- 
ing the plan in the neighborhood. 
“A bird in the hand is worth two in 
the bush,” you know! One appliance 
sold is better than five promises of 
“Maybe next Spring,—if nothing 
happens!” 





Electric Trains—a Profitable 
Xmas Specialty 
By WILLIAM G. POLLOCK 


HEAVY-SELLING holiday spe- 

cialty, nowadays, is the miniature 
electric train. It is conservatively 
estimated that from $4,000,000 to 
$5,000,000 worth of this product is 
sold annually in the United States. 

In spite of this sizable market, 
there are a great many electrical job- 
bers and retailers who still under- 
estimate this business and_ its 
possibilities. 

Because a frank discussion of this 
subject should prove of timely inter- 
est, let me cite the case of the Alpha 
Electric Company, jobbers, New York 
City, who, until two years ago, had 
never sold a miniature electric train, 








Put an electric train in your window and 
have it operating continuously throughout 
the holiday season, is the recommendation 
made to dealers by salesmen of the Alpha 











Electric Company, New York City. The 
picture shows the window background de- 
signed by the Ives Manufacturing Corpora- 
tion, Bridgeport, Conn., for dealers’ use. 





while this year their purchases on 
this product will exceed $70,000. 
This business is being established on 
a sound and profitable basis. 

At the start only one member of 
the Alpha organization was thor- 
oughly sold on the possibilities of 
this toy product—Walter A. William- 
son, general manager. To his vision 
much of the rapid success in market- 
ing the product must be attributed. 
Due credit should also be given to 
E. A. Sweeney, under whose direct 
supervision all specialties are being 
sold. 

Today each of the eleven Alpha 
salesmen are “100 per cent sold” on 
the possibilities of the electric train 
marketed through electrical retail 
stores. 

These salesmen all pursue one 
method in selling the dealer. If that 
dealer has not handled trains in the 
past, he is asked to purchase only a 
small assortment but particularly re- 
quested to have a train in operation 
in his window during the selling 
season. Because of the variety of 
accessories included in the train line, 
it is possible with a minimum effort 
for the dealer to lay out a window 
display that will compel the attention 
of both young and old alike. 

Invariably the dealer who pur- 
chases a small assortment at the be- 
ginning of the season and puts in a 
window display, orders more mer- 
chandise. 

And almost invariably the same 
dealer, the following year, will gladly 
place a substantial initial order early 
in the season. 

With reference to central-station 


electric shops as outlets for this class 
of goods, the Alpha company has 
sold practically every lighting com- 
pany in its wide territory, with very 
satisfactory results. 

The following are some of the 
reasons for purchasing miniature 
electric trains offered to the central 
station: 

1. Their use encourages children 
to use electricity from the lamp 
socket—causes them to appreciate 
electricity rather than to fear it. 

2. These trains are current-con- 
suming devices. 

3. Such electric toys put the cen- 
tral station in touch with young 
people who in a no distant future 
will be heads of their own homes. 

4, The sale and display of electric 
toys suggests Christmas gift buying 
in the sales room more than anything 
else. 





New York Advertising 
Women to Exhibit 
Electrical Kitchen 


LECTRICAL labor-saving devices 

will be one of the chief features 
of the “efficiency kitchen and laundry” 
to be exhibited this month by the 
League of Advertising Women as 
their part in the annual exposition 
of the New York Advertising Club. 
The exposition will be held from 
November 12 to 17 in the Seventy- 
first Regiment Armory, Thirty- 
fourth Street and Fourth Avenue, 
New York City. “Why nationally 
advertised products are the cheapest 
to the consumer” will be the idea be- 
hind each exhibit. 
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An electrical kitchen was arranged by the 
Denver Electrical Co-operative League as 
part of the Better Homes Show given in 





that city under the direction of a local paper. 
Attention was called to fhe electrical fea- 
tures in the rooms not specifically devoted 


to electrical exhibits. Note the card in 
regard to the wiring as well as the electric 
fan in the background. 





The Electrical Exhibit in the 
Non-Electrical Show 


How Denver League Took Advantage of “Better Homes” 
Exposition to Present Electrical Story to 
65,000 Homelovers 


ECAUSE the Denver Electrical 

Co-operative League is recog- 

nized as a source of impartial 
and authoritative information on 
matters electrical, it was asked by the 
Denver newspaper sponsoring the 
Better Home Show recently put on 
in that community, to supervise the 
electrical features of the show. This 
exhibit consisted of a display of 
twenty-six model rooms, with a gar- 
den and an auditorium space in which 
those attending could listen to lec- 
tures on the subject of home com- 
forts and construction. 

Through the activity of the League 
all rooms were provided with at least 
one convenience outlet. In the case 
of some of the model living rooms, 
two and three outlets, some of them 
duplex, were installed. It was not 
possible to standardize this feature, 
because in many cases there was no 
hollow partition between rooms, and 
wiring had to be done from the rear 
wall. 


Convenience Outlets Featured 


Wherever convenience outlets were 
located in position to be seen by the 
spectators, « sign was attached in- 
dicating the name and nature of the 
device. At various places elsewhere 
not necessarily in proximity to the 
outlets, similar signs advised that 


every room in the home should have 
at least one convenience outlet. 
Several of the model rooms were 
turned over to the League for ar- 
rangement, particularly the electric 
kitchen, laundry and radio room. 
The equipment in these rooms was 
loaned by the electrical firms ex- 
hibiting elsewhere in the show. A 
large number of appliances were dis- 
played in their natural settings in 
the rooms of the house not completely 


given over to electrical equipment— 
and the illumination and fixtures 
used throughout were selected with 
especial care. 

Considerable publicity was given 
the electrical features of the exhibit 
wherever the show was mentioned 
and opportunity was offered to ad- 
dress the visitors. A radio lecture 
given the night before the opening 
by S. W. Bishop, executive manager 
of the Denver Electrical Co-operative 
League, reached most of the visitors 
in their own homes. 

Attendance was well over sixty- 
five thousand—far more than could 
have been attracted by a purely elec- 
trical exhibit—and the cost to the 
League for its participation was no 
more than what was involved in the 
time donated by its staff and the 
lettering of the various signs used. 





The Art of Bringing People into Your Store 


OST women desire electrical con- 
| veniences in their homes, but 
most of them have a limited list of 
such equipment in mind when they 


express this desire. When they can 
afford it they purchase this equip- 
ment; in between times they pur- 
chase lamps when necessary or 
occasionally have appliances repaired 
—further than this they do not 
enter the electric store. They have 
no real conception of what there is to 
purchase—they are not tempted as 
they are in the matter of clothes by 
having tempting bargains always be- 
fore their eyes. 

For this reason many of the 
electric stores have added other lines 


of equipment to their purely elec- 
trical features. These things bring 
in shoppers—they give the pro- 
prietor a chance to expose more 
people, as it were, to the contagion 
of his sales arguments. Frank Le- 
Sage of the National Electric Com- 
pany of Butte, Mont., has recently 
added an art department to his at- 
tractive store in that city. A special 
feature was made of the opening 
which brought many new people to 
the store—an active addition to its 
former clientele. 

The success of the department 
store is based on this principle—why 
should it not be applied on a smaller 
scale in the electrical business? 
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1. Greet customers promptly and cor- 
dially—not indifferently. 

2. Show real interest in each cus- 
tomer’s wants. 

3. Explain or demonstrate goods care- 
fully. Handle the goods as if you liked 
them. 


4. Tactfully help your customers to 


Tell Your Salespeople at Xmas 





Electrical Merchandising Pictorial 


A Monthly Picture Section 
of Sales Ideas 





decide. Emphasize points that appeal. 
3. Suggest other articles or devices to 
be used with the article or appliance 
purchased. 
6. Keep yourself fresh— mentally, 
physically. Success depends upon how 


you feel—on your health. 


7. And Smile! 
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Above—Even the narrow window 
can reflect the Christmas spirit. 
See how Hume & Rumble, 
Vancouver, B. C., suggest to 
passersby, ‘“How to Say Merry 
Christmas Electrically!”’ 


Below—White cotton drapings 
over the floor of the window, and 
this simple cutout strip of 
“icicles” across the top of the 
glass, give a holiday touch to the 
Englewood (Chicago) shop of 
the Commonwealth Edison 
Company. 
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1. Be Sure that your windows re- 
flect the Christmas spirit. 


2. Everything in your windows 
should be a possible Christmas gift. 

3. Tell where the gift value lies 
in each article. 

4. Use well-lettered, easy-to-read 
price cards and posters. 

5. Keep windows, well lighted 
and clean, inside and outside. 

6. Change displays as often as 
possible—at least once a week. 


7. Tie up your window displays 
with your advertising. 
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To Make Your Christmas Windows 





Above—A sign over the sidewalk 
(electric lighted, of course) beck- 
ons shoppers to inspect the 
extensive Christmas window dis- 
plays of the E. W. Murray 
Company, Spokane, Wash. Note 
the central “‘island’”’ window. 


Below—A simple but effective 
holiday display by the Manhat- 
tan Electrical Supply Company, 
New York City, which held the 
attention of shoppers passing its 
Forty-second Street store. A 
string of Christmas-tree lamps 
outlined the border of holly. 

















Catch the Christmas Buyer’s Eye— 





Above—A striking ‘‘snow-fall’’ window 
like this one (by the Texas Power & 
Light Company), is made by tying 
wisps of cotton on black threads at 
intervals, and suspending these threads 
in the front of the window against the 
glass. A fan can be used to create a 
' gentle fluttering among the captive 
snowflakes. 


Below—This elaborately scenic Christ- 
mas window was installed during the 
holiday season by H. L. Miller & 
Company, electrical contractors and 
dealers of Pasadena, Calif., and was 
built around the theme that ‘The wise 
men of centuries ago were guided by a 
star!” To the wise men of the present 
tra, the star cut-out signs advised: 
“Give her a vacuum cleaner.” 
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To the shopper in search of gifts, 
every store along the street is 
holding out allurements§ of 
attractive Christmas merchan- 
dise. And the outward evidence 
of all the wealth of things inside 
is given wholly by the display 
windows and the _ suggestions 
they offer. See that your win- 
dows tell the electrical story in a 
way to win the _ passerby’s 
attention and invite her in. In 
the window above, a conventional 
fireplace, of red paper provided 
a setting for the Christmas 
selling of Dives, Pomeroy & 
Stewart, of Reading, Pa. 
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From Paris to California, Electricity Finds New Jobs 


Giant Projection 
Machine Guides 
Sculptors on 
Stone Mountain 


Right—The _ gigantic 
carvings of the Con- 
federate Memorial on 
Stone Mountain, 
Georgia, will be made 
possible with the aid of 
the most powerful cine- 
magraph ever con- 
structed. To get the 
exact proportions of 
the giant figures, the 
mountain side will 
serve as a screen upon 
which the outlines will 
be thrown by a projec- 
tion machine especially 
designed by Gutzon 
Borglum, sculptor, and 
E. S. Porter, projection 
engineer. 
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Where Medical Students Are 
Learning Surgery by Phone 


Above—Radio’s latest service to man- 
kind—in this medical and operating 
room in Paris—enables the most 
complicated operations to be _ per- 
formed and _ witnessed by large 
audiences of students and doctors. 
While the students watch the opera- 
tion being performed under a huge 
glass dome, every word of the 
surgeons is conveyed to them through 
the radio microphone. 


Radio for Five Cents! 


Left—In Paris, also, radio is now being 

installed in cafés, movie houses, hotel 

vestibules and other public places. A 

coin dropped in a slot instantly 

brings music or entertainment to the 
listener-in. 
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Radio Brings 
Smiles to the 
Dentist’s Office 


Above—‘‘Pain is mostly 
of the mind,” says this 
optimistic dentist of 
San Francisco. Maybe 
he’s right—when we 
have a toothache, wé 
feel it on top of our 
head, and everywhere 
else, too. So, to relieve 
his patient’s mind, dis- 
tract it from the bust 
ness of the moment— 
be it an extraction of 
severe drilling — Hé 
treats the sufferer to 4 
radio concert. He’s 4 
very popular dentist 2 
San Francisco! 
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Electrical Toys Are Magical Toys 


Make Them the Crowning Joy of 
Your Children’s Christmas Feast, Too 


Ww 
« - 


HRISTMAS! The magic of the weeks 


> 
a 5 Le Fe beforehand——of secrets, whispers, peeks 
“& ; , + through keyholes into the forbidden 
|e i 
; ‘ 
- 


, 
¢ 
RY y 
yy aes room-—and rushing away with shrieks of 
ca. 4 laughter upon discovery! Then when on 
7 Se fy * is on the very tiptoe of excitement— 
; hooray, the night of nights—a slam of the 
_front door, the tinkle of sleigh-bells a; 
Santa whisks away, the throwing open of J 
the door—and behold, a very world of 
magic, is opened before one’s eyes. 
Yes, Christmas is the enchanted, the 
magic period of the year for children. 
Is it any wonder that electrical toys in 
the last few years have been becoming 
“the” toy for Christmas?—that the 
electrical toy is the piece de resistauce of 
the Christmas feast? Mother and dad 
show one how to touch a tiny projection— 
and behold, as at the command of 2 
magician, a train shoots forward or a little 
box starts washing dolly’s clothes! 
Electrical toys are the very essence of 
Christmas magic. They bring this mys- 
terious magic right down close to one, 
where one can touch it with one’s tiny 
finger—and become a magician one’s self' 


One of the greatest 
joys of parents is to 
watch the keen, in- 
quisitive minds of 
their children 
develop. Electrical 
toys, because they 
can be made to “do 
things,” help develop 
their constructive 
imagination and ex- 
perimental instinct. 


Do you remember 
how proudly your 
neighbor’s little son 
exhibited his electric 
train last Christmas 
—-and how  Jack’s 
eyes grew round with 
longing for such a 
wonderful play- 
thing? Fill your 
children’s cup of hap- 
piness this year, too, 
by including elec 
trical toys with their 
Christmas packages. 








ba Rg toy clothes washer 
. . works exactly like the big oes, 
For the Little Gir] and washes dolly’s dutine oh a 
; turn of the switch. 

Toy range 

Dolls with electric eyes 

Doll’s house electrically lighted 
Toy washing machine 

Toy iron Radio set 


Toy disk stove Flashlight 


Are you going to have a “radio” in your 

home this Christmas? Imagine the joy of 

the children at hearing Christmas carols 

over their radio for the first time—and at 

going to bed that night to a Christmas 
bedtime story: 








For the Small Boy 


Bicycle lamp Bell or buzzer 
Engine, electric Boats, electric 
Flashlight Construction sets 
Train Motor 
Automobile Radio set 
Motion picture machine 

“Radio control station’’ for operat 
ing electrical toys 
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If mother wants a tea-wagon, 
make it something more than 
just that—-have it wired for 
electricity, for the connection 
of her electric tea things. 
And an electric clock will 
relieve father of his daily duty 
of keeping the present erratic 
time-pieces in order. 


Give Mother a Giftof More ee 
Leisure for A ll Dishwasher Disk stove 
the Year ! Egg boiler Ege beater 


Flatiron Fan 


OTHER has a way of smiling when Grill, electric  Fireless Cooker 
you hint around concerning a Troner Hot plate 


Christmas gift for her—she has everything Percolator Milk warmer 

a pice —- says, so run away with you! Renae Sie saniaiials 

3ut has she: sas as : 
The one thing she never has, you may Washer Sewing machine 

be sure, is leisure enough. And electrical Toaster u affle iron 

devices that save time and labor are really, Vibrator Vacuum cleaner 

to her, a gift of that which she needs most Kitchen utility motor 

of all a gift of precious le‘sure. Fireplace logs, electric 
Whether she is the mother of small chil- Electric refrigerator 

dren and it is father who selects the gift, Clothes drier 

or whether her children are grown-up and 

are themselves planning a Christmas 

tribute of love and gratitude, the accom 

peanying list will surely contain at least one 

suggestion of “the perfect gift.” 


Convenience outlets 


She would love an electric perco- And a heating pad or radiant 
lator because it would mean heater would make her smilie at 
happier meals with the family. winter chills and colds. 


For Mother 


Fountain 

Electric thermostat cont 

Lamps, portable and fl 

ice cream freezer, mot 

Mixer for eggs, pudding 

Fixtures, lighting—wa 
ets, candelabra, che 


ele. 

Combination dectric co 
broiling, pasting, 
boiling and| fireless 

I ntercommunitating tel 

Wired tea wagon 

** Step-Saver’ witches 

Sewing machine lamp 

Radio set 





in 

c thermostat control 

, portable and floor 
eam freezer, motor driven 
for eggs, puddings, sauces 


es, lighting—wall brack- 
candelabra, chandeliers, 


ination edtric cooker, for 
iling, pasting, baking, 
ling and fireless cooking. 
ommunitating telephone 

d tea wagon 

p-Saver” switches 

ng machine lamp 

io set 





For Father 


Cigars lighter , Clock, electric 

Drink mixer* Fan 

Lamp Immersion heater 

Shaving-water heater 

Flashlight cane or umbrella 

Shaving mirror, electrically 
lighted. 

Combination reading lamp and 
cigar holder 

Electrical outfit for pressing 
trousers 

Radio set 

Loudspeaker outfit 

Reading lamp 

Automobile ‘stop’ signal 

Furnace control 


Perhaps an electric range is the 
gift for her- it will mean the joy 
of an always cheerful kitchen. 


And for Dad—Something 
Electrical Will Please 
Him, Too! 


S FOR DAD~--he’s so accustomed, 
year after year, to a Christmas 
shower of ties, handkerchiefs and gloves, 
that something different might actually 
surprise him into taking Christmas more 
seriously. So why not ‘something elec 
trical’ for him, too? 

There’s an electric cigar lighter, for 
example~—-which he would never tire of 
showing off to his friends. Or a smoker’s 
lamp with ash tray attachment. Or that 
new electric outfit for pressing trousers 
consisting of a flat cover and base and 
electrically heated pad, between which 
the trousers are laid and pressed. 

In the list at the left you will find at 

least one suggestion to please him: 


ONE Is eS 


And dad would Jike the immer: 
sion heater, or the library lamp, 
or the drink mixer, shown above. 





Something Pretty, Something Useful, 
for Sister—That Means 
Something Electrical 


F SHE goes to college or 
boarding school, there’s 
a chafing dish or desk lamp. 
If she is a business girl, 
there’s a hair drier or 
boudoir iron. If she’s a 
bobbed-hair flapper, there’s 
the electric curling iron. 
And if she’s just ‘“‘any”’ girl, 
she’ll like anything pretty, 
or useful, or both—-such as a 
dainty perfume _ burner, 
boudoir lamp, sewing lamp, 
electrically lighted vanity 
bag or boudoir iron. 
Below is a suggestive list. 


For Sister 


Boudoir set Chafing dish 
Corn popper Hair drier 
Sewing lamp Toaster 
Vibrator Heating pad 
Radiant heater Radio set 
Curling iron and comb 
Lamp—desk, table or novelty 


ther, for ¢ 
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Why Not a ‘‘Convenience Outlet’’ as a Novel 
Christmas Gift ? 


HAPPY home is as much 

the result of attention to 
the little conveniences that save 
irritation, as it is of expensive 
furnishing. When there is no 
convenient outlet to plug in an 
electric percolator or toaster, 
half the joy of using these 
pleasure-giving devices is lost. 
Why not, then, a gift of a 
“convenience outlet” this 
Christmas? Not only would it 
have the charm of novelty, but 
it would prove that more than 
ordinary thoughtfulness has gone 

into the planning of the gift. 


iher, for one, would welcome an electric color of the baseboard, and shove a piece of 
\:t in the wall near the dining table. And furniture in front of it! Then you can have 
you want to surprise her with it on the fun of the “unveiling” on Christmas eve. 
istmas eve, do what the girl in the picture The attractive wall bracket at the top of the 
¢ did—have the electrical man do the page suggests another gift for mother or the 
k a few days before Christmas, then cover family—new lighting fixtures would put the 
outlet with a strip of paper matching the whole house in festive dress for the hclidays. 





HRISTMAS, fo: 

many of us, tests 
our good taste, our 
judgment, our thought 
fulness and patience 
How many of us, start 
ing out with good in 
tentions andthe resolve 
to find just the right 
thing, soon lose pa 
tience and buy ~just 
anything? 

Electrical gifts are 
sure .o satisfy, and 
many of them are of 
highest artistic quality 


Now that one buys 
a radio set as one 
buys a phonograph— 
to match the rest of the 
furniture —the home 
without a “radio” wif] 
soon be as out-of-date 
as the home without a 
victrola. And if you’ye 
been wanting to buy 
the family a receiving 
set for some time, why 
—Christmas is as good 
a time as any other! 
Lila Lee, Paramount 
Star. is shown at left, 





More Electrical Gifts of Novel and 
Distinctive Charm 


The little “lamp lady” above end Ink wells and graceful lines com- 
novel light shade at the right shed bine to make this desk lamp a 
a delicate radiance ‘ most profitable gift 


Three dainty gifts for ‘‘her’’—at the left, an 
electric perfume burner; center, an electric 
samovar; right, a torchere. 


Home Electrical, Copyright McGraw-Hill Company, New York City 
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Electrical 
Merchandising 


The Business Magazine of the Electrical Trade 


believes that: 


HE National Electrical Code, as modified and improved in its 
1923 form, should have the support of all electrical men as a 
minimum standard for electrical construction, and that municipal 
codes should, wherever possible, agree in text and meaning with 
the National Electrical Code. 


HE 1923 Code should be made an American Engineering 

Standard as soon as feasible, receiving approval by a com- 
mittee thoroughly representative of all interests concerned with 
the Code, instead of the present underwriters’ committee of 29 
members, only six of whom represent the electrical industry. 


HE Code must from time to time be revised by orderly proce- 

dure, to keep pace with improvements in the art which will 
secure the greatest economy of construction and service, consistent 
with safety to life and property. And that— 


él secure the experience with new methods and materials on 
which to base such Code revisions, such recommended 
methods and materials should be given opportunities for field trial 
and observation under expert and comprehensive supervision. 


See also article “Some Common Sense Reforms Which Electrical 
Men Ask of the Underwriters and Municipal Inspectors,” pages 98 
and 99, Electrical Merchandising for October, 1922, summarizing 
this publication’s position with respect to the conditions existing 
at that time. To every well-wisher of the electrical industry it 
should now be a source of gratification to note that, since the 
1922 article’s appearance, complete acceptance or definite progress 
has been brought about on practically every suggestion therein 
set forth. 








Handling Credit Accounts 


HE granting of credits to customers is one of the 

essentials in retail merchandising. In one sense it 
is a form of banking. Credit however is seldom regarded 
in that light and so is something of a problem with the 
average dealer. 

Too general granting of credits can and frequently 
does interfere with meeting bills when due. And it is 
no uncommon experience to find the proceeds of a sup- 
posed prosperous year tied up in book accounts. 

Credit nevertheless can be made a profitable branch 
of the business. Just how dealers are accomplishing 
this constitutes an interesting chapter in the develop- 
ment of the electrical business. We find one dealer 
methodically limiting his accounts to those who will 
settle promptly on receipt of bill. Another frankly 
marks his goods in two prices—one cash and the other 
credit—and gets away with it. In fact it seems to be 
largely up to the dealer as to the plan he will use. 
If his goods and his service are worth while, people will 
do business with him on his terms. 





How Some Dealers Meet Donations 


N INGENIOUS plan by which the problem of 

donations is’ handled in a way to advertise their 
business and increase sales, is being used by a number 
of dealers. When some local organization, say the Civic 
Society, solicits a donation, it is offered ten per cent of 
gross sales for a specified day, usually Saturday. This 
makes the society a good booster for the store for that 


particular day. Its members urge their friends to run 
in and buy something. Obviously, the larger the sales 
the larger the amount of the donation. The dealer fur- 
nishes appropriate advertising matter and helps the 
canvassers whom the society sends out. The ten per 
cent donation is on cash sales only. The society fur- 
nishes what extra clerks are needed. These, while not 
usually experienced, generally prove very assiduous 
salesmen, especially with their friends. Cash sales are 
often more than doubled on such days. 





Success Comes by Earning It 


VERY dealer wishes that he had capital with which 

to carry out his ideas—and most are ready to blame 
their limited success upon the limitations forced upon 
them by not having a rich uncle to remember them in 
his will. But—‘Success” says A. M. Smith of the 
A. M. Smith Electric Company of Los Angeles, “comes 
only to the man who earns it. The young chap who 
thinks he could succeed if some one were to give him 
$25,000, does not know enough to expend that $25,000 
wisely. By the time he has earned it by hard work, he 
has learned wisdom through his experience and will 
know how to double the sum.” And A. M. Smith built 
his heavy appliance business up from a capital of $1,000 
to an annual turnover of something like $270,000 in 
three years time. He should know. 





Get the Family to Co-operate to 
“Save Mother” 


OMAN may be “the 85-per-cent buyer,” as the 

statisticians have proved—but one thing we 
haven’t yet discovered is, what percentage of the 85 
per cent does a woman spend on herself? 

Certainly, not in any proportion to the amount she 
spends on the house and the other members of the 
family. And curiously enough, the amount she spends 
on herself seems to be in inverse ratio to her own 
needs. That is, the greater her own burden in managing 
the household, the greater appear the needs of the rest 
of the family—and the less she spends on herself. 


Cleveland’s recent “Save Mother” campaign, which 
put electrical labor-savers into several thousand homes, 
based its appeal on this very obvious fact—that where 
a mother herself would not buy the household equip- 
ment she needed, the rest of the family might often be 
induced to buy it for her. The advertising was accord- 
ingly not directed at the woman herself, but at the 
family—and the appeal “took” instantly. 

How about a “Save Mother” campaign in your own 
town this Christmas? Get every family to help in see- 
ing that mother spends a fair proportion of that 85 
per cent on herself! 
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Suburban Chicken Raisers 
Prospects for Electrical 


Equipment 


Many a market, the experts tell 
us, lies untouched because the mer- 
chants haven’t seen its possibilities. 
There’s the market of the suburban 
chicken raiser, for example. He is 
a live prospect not only for a lighting 
installation to increase egg produc- 
tion, but also for electrical incu- 
bators and immersion heaters to 
keep the chickens’ drinking water 
tepid in the winter months. Yet 
how many suburban or small-town 
electrical dealers stock electric incu- 
bators, or go after this practically 
untouched business lying at their 
doors? 

Chicken-raising in town is quite 
as feasible as it is in the country—- 
all that is required is a small pen 
with several inches of litter in which 
to scatter food and make the chick- 
ens exercise in gathering this food 
just as they would on a farm. Thev 
must be given, also, the food which 
they would gather when on free 
range—such as oyster shells, fresh 
water, charcoal and coarse sand or 
grit. Under these conditions, not 
more than one square foot of space 
is needed to care for one chicken 
until it is large enough for broiling. 

Electric incubators make a special 
appeal to these town and suburban 
chicken raisers for three reasons: 
their safety from fire risk; their au- 
tomatic features, necessitating lit- 
tle care and watching on the part 
of the owner, and their cleanliness, 
leading to the elimination of disa- 
greeable odors. As a matter of fact, 
many poultry raisers find the electric 
incubator brings better results than 
the hen, because of the more even 
conditions and temperature under 
which the hatching is done. 

Your true suburban poultry raiser, 
it is well to remember, is a tender 
and enthusiastic soul, and his chick- 
ens are not only the pride but also 
the care of his life. Nothing is too 
good for his feathered proteges, and 
he will let no expense stand in the 
way of their health and happiness. 

He will buy immersion heaters to 
keep their drinking water warm in 














The Dealer Who Makes Money 
Is the Man Who Capitalizes 
New Developments of the 
Electrical Art in Terms of 
Consumer Sales 




















winter, and, if you convince him 
that the chickens need it, electric 
fans to keep them cool in summer. 
He represents, in short, a market 
that is well worth going after, in 
any community. 





The Next Time You Buy 
a fiot— 


If you haven’t thought of him be- 
fore as a possible purchaser of the 
little electric marking pencil, try 
your local haberdasher! Punching 
his customer’s initials in a new hat 
has come to be a regular part of the 
hatter’s routine. When done on the 
leather band inside the hat, the 
initials may be burned in by the 
electric needle more quickly than by 
the punching process. And they’re 
more legible, too. Six haberdashers 
may mean the sale of six electric 
pencils! 

Incidentally, wardrobe trunk dealers 
and, in fact, dealers in leather goods 
of all kinds—to say nothing of fur- 
niture houses—can all make good use 
of electric marking pencils. 





Selecting Radio Sets for 
Your Trade 
By H. J. HAINES 


With the coming of cool weather, 
a greater demand for radio sets and 
parts can be expected. Profiting by 
the experience of a year ago, dealers 
are confining purchases of new stock 
to those sets and parts for which 
there has been a genuine demand 
during the spring and summer of 
this year. 

Since the Department of Com- 
merce announced the new wave 
lengths to be used by broadcasting 
stations, certain of the previously 
popular sets and much of the home 
made apparatus, have become value- 
less. The greater number of sta- 
tions in the thickly populated areas, 
means broadcasting must be con- 
ducted on wave bands of only a slight 


‘stations eliminated? 





difference in length. Many of the 


sets now in use, will not tune 
sharply enough to eliminate one or 
two of several stations broadcasting 
at the same time. This accounts for 
the great demand for “wave-traps,” 
condensers, etc., in the past few 
months. 

It is wise for the electrical dealer 
to recognize this situation in making 
purchases for his fall demand. Cer- 
tain sets have become obsolete for 
this reason and some jobbers are still 
offering them to the trade at reduced 
prices, depending on the name of the 
manufacturer to effect a sale. 


Must “Tune Sharp” for 
New Wave-Lengths 


The advantages of carrying only 
the better class of sets is apparent. 
A customer who buys a radio set that 
will not tune sharp certainly will not 
recommend it to his friends. As the 
general public become better in- 
formed about radio, it will be harder 
to dispose of inefficient apparatus, 
and the dealer who handles it will 
lose not only the radio business but 
the electrical sales as well. 

How to decide what sets to carry 
is a problem, that can be settled by 
tests. Select three or four stations 
within a radius of two or three hun- 
dred miles that broadcast at the same 
time, and listen to each of them in 
turn. Note how sharply each 
station is tuned in with different 
sets. How completely are the other 
Consider the 
volume of sound from each one, and 
the quality of reproduction. 

It is well to avoid sets that are 
excessively complicated. A good set 
will not have more than three con- 
trols, some less. Most radio sets 
are sold by demonstration, and as 
the buyer usually is a novice, it is 
well to simplify the tuning operation 
as much as possible. 

After selecting the line to be 
carried, do not forget the value of a 
demonstration set in the store. 
Where good broadcasting is avail- 
able, use it all day long. A good 
loud speaker that is not too loud, 
will hold the attention of customers 
and bring out questions which will 
eventually result in a sale. 
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Radio in Apartment House 
Cuts Down Evening 
Elevator Expense 


The Ritz Apartment House at 
Newark, N. J., has telephone re- 
ceivers in every room, all connected 
to a modern and powerful central 
receiving set. This feature is proving 
of very great satisfaction to the 
tenants as is evidenced by the de- 
crease in elevator operation during 
the evening hours. 





Loudspeakers and Radio 
Throughout New Hotel 


Not only has the public been bit- 
ten with the radio bug, but ap- 
parently certain prominent hotel and 
apartment house owners have also 
decided that radio benefits are to be 
a future added convenience to the 
comfort of their tenants. 

The Pennsylvania Hotel, which is 
rapidly nearing completion at Thirty- 
ninth and Chestnut Streets, Phila- 
delphia, contains six hundred rooms 
divided into suites with kitchenettes, 
and is to be equipped with one of 
the most modern and comprehensive 
radio systems in the world, to be in- 
stalled by Durham & Company, Inc., 
Philadelphia, using Western Electric 
equipment throughout. 

A special radio room has been built 
on the roof. This room will be 
equipped with a modern type of re- 
ceiving apparatus connected to pow- 
erful amplifiers distributing the re- 
ceived radio features from local and 
distant stations to the main dining 
room, the lobby, the lounge, smoking 
room, banquet hall, and grill, sepa- 
rately or to any of these locations 
simultaneously. The distributing ap- 
paratus consists of projectors, or as 
they are commonly known “loud 
speakers,” of special design. 

Another novel feature is the pag- 
ing system that is to be inter-con- 
nected with the radio equipment for 
the halls and lobbies. For example, 
the telephone operator sitting at her 
Switchboard can, by plugging in a 
microphone, talk to any one or all of 
the output stations and make what- 
ever announcements she may desire. 
In this manner the paging of the 
tenants and guests is accomplished 
and announcements of importance 
may be made to the diners or indi- 
viduals in various parts of the hotel. 

No longer will it be necessary for 
diners to sit at their tables to enjoy 
the orchestra music, for microphones 


are to be placed near the orchestra 
and music sent along wires to the 
lobbies, and lounges, throughout the 
Pennsylvania Hotel. Also, the trans- 
mission of lectures or speeches from 
any one of these locations is to be 
re-transmitted to all gathering places 
in the hotel, greatly increasing the 
audience present and distinctly add- 
ing to the speaker’s appeal. 





An Electric Hair-Drier That 
Handles Six Customers 


at Once 


The management of the biggest 
indoor swimming pool west of Chi- 
cago believed it was up against it 
on the hair dryer question—until, 
Charles Hauck, of the company, in- 
vented an electric dryer which would 
operate on a wholesale scale. Scores 
of women use this swimming pool 
every day. The ordinary electric 
dryer proved impractical for the 
wholesale use to which it was sub- 
jected. It gave out in an expensively 
short time. 

Now, as you enter the women’s 
rest room of the swimming pool— 
a room 14 ft. by 14 ft.—you see a 
strange piece of equipment over the 
long toilet table. There is a cov- 
ered pipe, perhaps 5 in. in diameter, 
along the wall. To this are attached, 
at 14-in. intervals, six pieces of two- 
inch steel tubing. Each of these is 
three feet long, and has a nozzle 
at the free end. These tubes rest 
on the table. The covered pipe makes 
a sweeping curve at one end of the 
table, and descends to a ventilating 
blower. Electric heating units heat 
the air as it is taken. Then it is 


blown through the pipe, and out 
through the tubes. 

About half of the several hundred 
people who use the swimming pool 
daily are women, and the new “whole- 
sale” electric dryer has been found 
very well adapted to requirements. 
An important point from the stand- 
point of the management is that it 
is not an expensive installation—the 
total cost of the new plan being only 
about $100. 





Others Advertise Radio 
for You 


So popular is radio that many ad- 
vertisers having nothing to do with 
radio equipment talk radio in their 
local newspaper advertisements, offer- 
ing an opportunity for the dealer to 
clip these advertisements, mount 
them and show them in the window. 
These advertisements tell of the 
pleasure of having a radio outfit. 
For instance a Chicago candy store, 
showed a picture of a man comfort- 
ably seated and saying: 

S-s-s-h-h! Listen!!! 

The program’s started! 
Get all set for 
a wonderful evening! 
Better pull up a 
chair, sister! 
Settle down like 
Algernon there . . . and 
for goodness sake. . . put 
that box of De Met’s 
candies where it’s handy! 

Even a local flour manufacturer 
boosts the radio business with an 
advertisement like this: 

Radio Fans—Listen in on HBF 
Honey Boy Flour 


No static, no interference, works in 
all weather. Any cook can tune in HBF. 




















Six women can dry their hair simuitane- 


ously with this equipment. When fewer 
than that number are at the table, usually 


all the tubes are still in use, for mrlady 
quickly discovers that two nozzles greatly 
reduce the time required to dry. 
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When You Write a Sales 
Letter — 


By F. E. KUNKEL 


If the sales letter has selling sense, 
is written from the buyer’s point of 
view, and makes a favorable first im- 
pression because of an attractive let- 
terhead and well-written arguments, 
offering to render a distinct service, 
the prospective buyer is going to find 
it hard to resist mailing the post- 
card for further information or esti- 
mates, or for some step which will 
bind the sale. 

The following ten points are well to 
remember in writing a letter to sell: 

1—The envelope should invite inspec- 
tion of its contents; 

2—The letterhead should be impres- 
sive as it is unfolded to view; 

8—The body of the letter should be 
neatly and compactly arranged in the 
center of the page, well balanced, not 
over four or five paragraphs long; 

4—The printing should be above re- 








Ideas for the Man Who Sells 


Plans, Schemes end Methods | 








Gathered from 
Successful Selling Experience 
to Increase the Sale of 
Electrical Appliances 




















proach and create a favorable first im- 
pression; 

5—If the letter is filled-in, name, ad- 
dress and salutation should be proof- 
checked before mailing, as no person 
likes to have his name and address in- 
correctly placed on envelope or letter— 
people are sure to notice an error; 

6—The envelope should carry two- 
cent postage when the letter is person- 
ally addressed, but if not personalized 
one-cent postage should be used. Re- 
sults are likely to correspond. 

7—The letter should be signed in the 
usual way, or at least with a good fac- 
simile signature; 

8—The letter should be but one page 
long, leading the reader’s immediate 
curiosity and interest through to the 
conclusion and sharpen his buying 
desires; 

9—The type and ink (or ribbon) 
should be fresh, make a good first im- 
pression and invite a careful reading 
because of good appearance; 





Let Santa Himself Tour the Town and Sell Electrical Gifts 











No less a personage than Santa Claus him- 
self sped around Providence, R. » sast 
year, and helped fill scores of Christmas 
stockings with electrical gifts. Mounted on 
the very modern conveyance, gayly deco- 
rated, pictured above, the good old Saint, 
in white beard and red cap and coat, toured 











the streets and held forth to interested 
gatherings on the merits of electrical ap- 


pliances as Christmas gifts. His success 
was so great that the Narragansett Electric 
Lighting Company passes the suggestion on 
to others as a sure-winner for increasing 
Christmas sales. 












10—Every line should be filled with 
human interest, told from the buyer’s 
viewpoint, and the letter should be so 
worded as to influence the reader to 
continue from the first word to the last, 
followed by a stimulant-to-action close. 





Curling Irons for the High- 
School Girls 


Timeliness is quite a factor in 
the success of any selling campaign, 
viewed from the electrical dealer’s 
standpoint, believes C. M. Knape of 
Tulsa, Okla. Accordingly the open- 
ing of the school year was chosen 
by him for a curling iron campaign, 
in which 1,200 irons will be sold the 
school girls of the city, on the partial 
payment plan. 

The method of approach chosen is 
unique, there being no use of adver- 
tising mediums, the company resort- 
ing to an old and well-tried method 
of spreading news. 

One girl in each class in the local 
high schools is appointed a repre- 
sentative by the company, and in re- 
turn for her missionary work among 
classmates, receives a high grade 
electrical curling iron gratis. 





The Ad May Keep on Pulling! 


“Many dealers are prone to dis- 
count the effectiveness of advertising 
when the first week has passed with- 
out results,” says a Western mer- 
chandising man. He recites an ex- 
ample in point, which should cause 
many dealers to do some careful 
thinking. 

A lady dropped in the other day 
and asked to see a new electrical 
iron. Finally one that just suited 
her was found and she decided to 
buy it. 

She asked the price, then laid 
down a bundle and the money, less 
one dollar. 

“Here is my old iron, you said you 
would allow a dollar on in the pur- 
chase of a new one,” she informed 
the salesman. 

The salesman could recall nothing 
along that line, so took it up with 
his superior. This gentleman has- 
tened to the customer. 

“I know of no offer like that,” he 
explained. 
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“Why, you advertised it,” she re- 
plied, getting a little provoked. 
“What do you want to advertise 
things like that for, if you’re not 
going to do it.” 

He appeased her and went after 
the advertising man. Together they 
went over the advertising files. 

Such an offer had been made in 
an advertisement fifteen months 
before! 

As no time limit had been set in 
the advertisement, she received the 
allowance on her old iron. 

So you see you cannot always tell 
whether an advertisement pulls or 
not. 





Dramatizing the Intangible 
Sales Argument 


The factor of balance in an elec- 
tric iron is a point which the sales- 
man will bring out in talking to his 
customer, but which it is difficult to 
portray in any visible manner. 
Realizing that these intangible 
“talking points” are often the es- 
sence of the sale and the deciding 
factor in choosing one iron above 
another, the Capitol Hill Electric 
Company of Denver, Colorado, de- 
signed a window display which suc- 
cessfully brought out the element of 
balance in quite a striking way. 

This district is that of the Gar- 
den of the Gods and the famous 
Balanced Rock formations which are 


























Prize winners of the contest on “Balance 
in Electric Irons” on their trip to the Bal- 


anced Rock in the Garden of the Gods as 


guests of the Capitol Hill Electric Company 
of Denver. The contest has made electric 
irons and the Capitol company synonymous, 





known the country over. This idea 
was used as a motif. <A balanced 
rock, somewhat assisted by an in- 
visible support, made up the central 
feature of the window. Above and 
on either side hung irons, each bal- 
anced from a single cord fastened at 
the central point of their handle. 
The perfectly even balance main- 
tained was most striking to a passer- 
by who, attracted by the original 
thought, could not but carry away 
the message desired. Framed pic- 
tures of the well known specimens 
of balanced rocks formed a _ back- 
ground for the display. 


To further the interest thus 











The Capitol Hill Electric Company of Den- 
ver, Col., succeeded in dramatizing the ele- 
ment of balance in the electric iron so that 


who saw 
the three 


it was understood by everyone 


this effective window. Notice 
irons suspended in the window. 


aroused, a prize contest was an- 
nounced by the window cards, offer- 
ing a trip to the Balanced Rock to 
those who should write the most 
effective essays on the subject of 
“The Importance of Balance to the 
Electric Iron.” Many contestants 
entered the lists and very general 
interest was created in an aspect of 
electric irons which had hitherto been 
a very obscure point. 





Farmer Sells Produce to 
Musical Tunes*from* Radio 


B. J. Woodmansee is a farmer who 
believes in doing business in the 
most modern way and so he has in- 
stalled a large radio receiving set 
on his farm at Highland, Ohio. 
Watermelons, corn, cucumbers, musk- 
melons, and other edibles are offered 
for sale to the public who pass his 
place in automobiles and to those he 
reaches through a cleverly prepared 
circular: 


“FREE RADIO CONCERTS FOR YOU 

“Just a nice ride to Woodmansee’s 
Melons, Highland, Ohio. Continuous 
radio concerts, lectures, market reports, 
bands, orchestras from the Crosley 
Radio Station WLW, Cincinnati, from 
9 A. M. to 10 P. M. Monday to Satur- 
day. Sunday, Sunday School Lesson 
8:30 to 9:30, Church services 9:45 to 
11:30 A.M., 2 to 4 P.M. and 6 to 10 
P.M., sacred concerts and services by 
radio. Come and visit all over the 
United States and enjoy the best 
musical talent of the country on Weod- 
mansee’s shady lawn.” 

On the reverse side of this in- 
teresting circular, Mr. Woodmansee 
gives a list of prices of his produce. 
On a recent Sunday, there were over 
5,000 people visiting his farm and 
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enjoying the program as broadcast 
by radio. He says that he has the 
largest business he has ever had and 
thinks that the radio concerts are 
the greatest means of bringing 
people to his farm that he has ever 
used. He insists that radio may be 
used by any business to stimulate it 
and advocates the purchasing of re- 
ceiving sets that are of sufficient 
merit to be able to receive concerts 
from all over the world. 





Original Float Brings Good 
Will to Western Firm 


A float which was the feature of 
the parade, which brought a laugh 
all along the line, which impressed 
the name of the dealer and his line 
of goods firmly upon the minds of 
the spectators, and all at the cost of 
$4.50—this was the achievement of 
Cline’s Electric Shop of San Luis 
Obispo, Cal., in a recent parade. 

It is an occasion in the community 
when all of the larger firms of the 
city take part and many elaborate 
floats are prepared. Mr. Cline 
realized that originality was of prime 
importance to success on such an 
occasion and conceived the idea of a 
goat-drawn washing machine as his 
entry. The goat, which was hitched 
to the washing machine and provided 
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This float of Cline’s Electric Shop, San Luis 
Obispo, Cal., was put together at the cost 
of $4.50—and won first prize in a recent 
parade, 





its motive power, was almost com- 
pletely covered by two of the firm’s 
advertising sheets. Three short 
pieces of conduit and two tees were 
used for shafts which were attached 
to the through bolts of the washer 
body. The original casters on the 
washing machine were used to make 
the wheels for the conveyance and a 
small boy was secured to ride on top 
of the washer and drive the goat. 
Two metal rods were securely at- 
tached to the rear corners of the tub 
and a washline strung’ between 





Even Banks Co-operate in “Electrical Appliance Week” 























So much attention was attracted by the 
June Bride Week Campaign instituted by 
the California: Electrical Co-operative 
Campaign that it was chosen by the 
Mercantile Trust Company of San Fran- 
cisco as the subject for the company’s 
weekly window display which is always 
devoted to matters of timely interest. 
The window was a simple and yet attrac- 


tive 


one, featuring a kewpie bride and 
groom, an electric percolator and the 
Electrical Bride Week poster. The same 
window was repeated in the twenty or 
more branch offices of the bank through- 
out the city. 

Show this idea to your own bank. It 
may be willing to donate its window space 
to help you sell the electrical idea! 


them, on which the wash of the 
family doll was displayed. 

The line of march of the parade 
was some mile and a half in length 
and was navigated without mishap 
by the equipage, except that it is 
stated, with what accuracy is not 
known, that the goat endeavored re- 
peatedly to consume the wash upon 
the line. The float won first prize 
for the most original in the parade. 
What is still more important it for- 
ever connected the name of the Cline 
Electric Company with the idea of 
washing machines in the minds of 
the San Luis Obispo public. 





Use Fan to Doctor Smoking 
Fire-Place 


Tell your customer that if his 
otherwise perfectly good fire-place 
refuses to draw, and fills the room 
with smoke the first time he lights it 
this fall after a summer’s inaction, it 
is probable that dampness of the air 
in the flue is to blame. 

“Tt can all be rectified electrically,” 
announces the Society for Electrical 
Development. “Just get your electric 
fan and place it on the floor in front 
of the fire-place, five or ten feet back 
in the room. Then turn on the cur- 
rent and watch a fire, which would 
only smolder and smoke, burst into 
flame and almost at once start to 
draw up the chimney.” 





Teachers Give Names of 
Pupils’ Parents as Prospects 


The inviting of domestic science 
classes to the store for demonstra- 
tions may bring results in immediate 
sales as well as in future sales, be- 
lieves the Bohnet Electric Company 
of Michigan, if the hearty co-opera- 
tion of the teachers is won. _ 

The Bohnet company invites every 
domestic science class in the various 
schools of the city into its store on 
stated days, for talks and demonstra- 
tions of home electrical appliances. 
It distributes circulars and literature 
on these appliances to the classes, and 
the teacher of the class, who always 
accompanies the pupils to the store, 
gladly furnishes the names and ad- 
dresses of the children’s parents, and, 
when possible, the number of elec- 
trical appliances used in their homes. 

In this way, the store is brought 
prominently before the eyes of a 
large number of families, and results 
have been so favorable, that the com- 
pany is planning to issue new invita- 
tions to the classes each school term. 
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Plans That Uncover 
Live Leads 


“How to get at the hundreds of 
good prospects in your territory 
with the least effort and loss of 
time? That’s a problem worth con- 
siderable thought,” says a sales rep- 
resentative of Altorfer Brothers 
Company. Following are some of 
the good suggestions offered: 

“Advertise in classified columns 
that you have used washers for sale. 
Have a good rebuilt machine on your 
floor at a fair price. Place it near a 
new one. Nine times out of ten the 
prospect will prefer to buy the new 
one on time payment plan instead of 
the rebuilt machine. 

“Offer a bonus of $5 to purchasers 
of your machines, to gas inspectors, 
electric and water meter readers, 
your bookkeeper, repair and line- 
men, floor salesmen, on every good 
lead they turn in which ends in a 
sale. 

“Use a coupon in your newspaper 
advertising, giving it a value of $1, 
when turned in as first payment on a 
machine. Or it can be made good 
for one washing. 

“As soon as a customer has nearly 
completed her time payments on 
some other appliances, get her in- 
terested in continuing her payments 
in the purchase of a washer. 

“Have salesman select a, certain 
territory and then deliver a card to 
each home or apartment. This card 
should state that if prospect will fill 
it out, the firm’s representative will 
come the next day and give her 
choice of two souvenirs. When the 
salesman calls he asks for the card. 
If the prospect has no washer, he 
asks permission to step in to enable 
her to make her selection of sou- 
venirs. Once inside it is easy to 
switch the talk to washing machines. 
If she has a washer, the salesman 
simply lets her select her souvenir 
and is quickly on his way to the next 
door.” 





Exit —the “Dusty Archives” 


The quarters of the Federal Dis- 
trict Court of Oklahoma at Enid, in- 
cluding the courtroom and offices, are 
cleaned with an electric vacuum 
cleaner, thanks to the efforts of a 
live vacuum cleaner salesman. Even 
the letter and record files are now 
kept free of dust by a regular use of 
the vacuum cleaner attachments—so 
that, hopefully, the conventional 


reference to “the dusty archives” 
will some day be forgotten! 

How about the official government 
buildings in your own town? 





An Electrical Shopping 
District 


The “shopping district” idea is 
one which appeals to the woman who 
is used to canvassing the field to see 
what can be bought before she makes 
her purchase. Department stores 
and women’s clothing establishments 
have found it to their advantage to 
locate within a few blocks of one an- 
other, finding the casual trade which 
comes to them in this way of greater 
value than an exclusive patronage 
dependent upon the support of any 
one district. 

The electrical establishments of 
Butte, Mont., have recognized the 
value of close association and instead 
of counting the proximity of a rival 
establishment as a drawback, they 
count it an asset. Five of the major 
electrical centers are gathered to- 
gether within the space of one block, 
thus making it possible for the 
woman shopper to find what she 
wants in the electrical line in this 
district without searching further. 
It can readily be seen that this is an 
important factor in directing trade 
to this group of establishments and 
an argument in favor of co-operation 
vs. competition in doing business. 
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The electrical shopping district of Butte, 
Montana, showing the electric signs which 
designate the location of five of the prin- 


cipal electric merchandising centers of the 
city. 


Twenty-seven Places Where 
They Want Battery-Charging 
Equipment 


Many possible purchasers of bat- 
tery chargers and battery-charging 
equipment can be found among 
those engaged in the following lines 
of business. These prospects are in 
addition to those noted under the 
heading “Forty-six Places in Your 
Town Where They Want the Things 
You Sell,” published in July Elec- 
trical Merchandising. Look over 
that list again as well as this one, 
then do a little investigating 

Other potential customers may be 
in sight, for the use of large as well 
as small fleets of gasoline trucks and 
delivery wagons is growing rapidly. 
Every such owner is a prospect. 

Bakers 

Bottling Works 

Builders 

Building Supply Stores 

Bus and Taxicab Firms 

Canning Plants 

Cigar Stores—Wholesale 

Cold Storage Plants 

Department Stores 

Druggists—Wholesale 

Dyers and Cleaners 

Florists 

Foundries 

Furniture Stores 

Groceries-—Large 

Hardware Stores 

Ice Plants 

Laundries 

Lumber Mills 

Lumber Yards 

Plumbing and Heating Firms 

Road and Street Contractors 

Truck Lines—F reight 

Warehousing Firms — Furniture 
and Machinery 

Creameries 

Milk Dealers 





Loud Speaker Maintains 
Communication Between 
Demonstrator and 
Passers-by 


Effective use of a loud speaker 
with appropriate connections to a 
vacuum tube installation, was _ re- 
cently made by the Collins Electric 
Company, Springfield, Mass., to 
maintain contact between passers-by 
on the street and a demonstrator of 
appliances in the company’s window. 
The loud speaker was _ installed 
above the main entrance and enabled 
all the remarks of the demonstrator 
to be heard clearly, in spite of the 
thick plate glass window separating 
him from the observers of his work. 
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Average Residence- Wiring 
Job Increased 80 per 
cent at Cleveland 


The growth in the number of out- 
lets specified in the average new 
home in Cleveland as the result of 
the co-operative league activity there 
during the past two or three years, 
was cited by the Cleveland delegation 
at the recent Association Island con- 
ference of electrical leagues. 

In presenting the accompanying 
table it was explained that A repre- 
sents house-wiring contracts made 
in 1919 and 1920, calling for an 
average of 21 outlets per house. 

B—Shows results of survey in 
May, 1923, of twenty houses in va- 
rious parts of the city. Value from 
six to ten thousand dollars each. 

C—Shows outlets in the Fifth 
Electrical Home (six room house) 
and the kind of a wiring installation 
it is hoped to make in the future. 

With a continuation of the work 

of field representatives who now 
make a personal call on every person 
who takes out a permit for a dwell- 
ing building, personal calls on arch- 
itects, builders and wiring contrac- 
tors, together with a general dis- 
tribution of wiring suggestions and 
convenience outlet campaign, it is 
expected to be able to make a sim- 
ilar increase of 80 per cent in the 
next three years and to wire new 
houses for an average of at least 
68 outlets. 


Hints for the Contractor 








| Ideas on . 
Estimating, Stock Keeping, 
Shop and Construction Methods, 
Repairs and Maintenance, 
and Collections 


| 
| 




















The sale of more complete wiring 
installations has been influenced by 
personal calls on people who have 
taken out permits to erect commer- 
cial buildings containing retail store 
rooms and by assisting architects 
and builders in laying out lighting 
installations, also by the distribution 
of a 119-page book containing “Use- 
ful Information for Architects and 
Engineers.” 

“The League is entitled to the 
entire credit for the increased de- 
mand for tumbler switches and con- 
venience outlets. The good part 
about it is that the average per new 
building has been permanently 
raised,” comments a local jobber. 

“It is my pleasure to compliment 
the Electrical League of Cleveland 
on the educational work they have 
been doing,” writes a wiring-device 
maker. “Our greatest work has been 
that of increasing the number of 
convenience outlets in new buildings. 
I doubt if there is any other place 
that has come anywhere near the 
Electrical League of Cleveland in in- 
creasing not only outlets, but creat- 
ing a demand for better wiring de- 
vices and equipment.” 

“In our opinion the work of the 
League has been not only of a high 
order in co-operation endeavor but 
from a personal standpoint it has 








Symbols 
Li—Light Outlets 
Sw—Switch Outlets 


A 
Co—Convenience Outlets ———-~1920 


ESTIMATED INCREASE IN WIRING INSTALLATIONS AT CLEVELAND 
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~ 1923 
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1920—10 light, 11 switch, no convenience outlets—Tota] 21. 
1923—18 lights, 13 switch, 7 convenience outlets—Total 38. 
Average increase, 17 outlets; which means 80 per cent more wiring. 




















been very satisfactory,” declares a 
contractor. “We can point to a num- 
ber of installations we have made 
where it was much easier to sell ad- 
ditional equipment, besides a more 
receptive attitude of the customer. 
We are more than pleased with the 
Development work as being carried 
forward by the League, and from our 
standpoint we are of the opinion that 
it is money well spent and are pleased 
to indorse it in every particular.” 





California Contractor-Dealers 


Adopt Code of Ethics 


Among the things accomplished at 
the Donner Lake Convention of the 
California State Association of Con- 
tractors and Dealers was the adop- 
tion of a code of ethics that contains 
the objects of the Association. The 
code as adopted is as follows: 


Believing electricity to be the great- 
est servant of mankind,—the objects 
for which this Association is formed, 
are: 

1—To assist the public in becoming 
more generally acquainted with the 
many and varied uses and applica- 
tions of electricity to the duties of 
every day life. 

2—To make the offices and stores of 
members the “service stations’ for 
such help and general information of 
an electrical character as the public 
may seek; being appreciative of the 
fact, that its welfare safeguarded and 
desires’ efficiently and _ courteously 
served, is the success of any business. 

3—To be ever watchful for improved 
methods in business, that the highest 
standard of service may be given 
customers. 

4—To impart to the customer a 
“homey” atmosphere while in the 
office or store, having him feel his 
visit is a welcome one and that we are 
glad to serve him. 

5—To realize that satisfied customers 
are the best asset of any business and 
the surest road to success. That 
promises made good is_ reputation 
maintained; promises broken are beyond 
repair.. That while we are business men 
and anxious to succeed, we desire no 
success not founded on the principle of 
satisfied customers and the Golden 
Rule. 

6—To distribute among members 
the fullest information obtainable in 
regard to all matters affecting the 
electrical construction and retail elec- 
trical merchandising business. 

7—To bring about more friendly 
-relations between electrical contractors 
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The Gift for the Whole 
Family 


~ Let Us Wire Your Home 
For Christmas 


But let’s do it now— 
before the usual-Holiday rush! 











We are experts in our line and are thoroughly equipped tor 
render immediate ‘service to our customers. 
Our work is free from dirt, muss and disturbance, and will 
harness Electricity to every hdusehold task. 


CONVENIENCE OUTLETS 


wisely installed make the attachment of Wash Machine, 

Ironer, Vacuum Cleaner, Percolator, Toaster and all other 

electrical appliances the work of a moment for the housewife. 
| tnheenienemianell 


Hundreds of the best designed Always a full line of the newest Christmas 
lighting fixtures to choose from tree lights in stock. The kind of lights that 
in our st give the right sort of service, 


Let Us Wire Your Home 


HOME WIRING CO. 


UPTOWN MILWAUKEE 





540 12th St. 


























“Business comes to the man who goes after 
it.” And this is the season of the year 
when men are most likely to buy electrical 
appliances for their wives—the time when 
the housewife finds her desire for appliances 
keenest. But appliances cannot be conve- 
niently used in any home not properly wired. 
A mere reminder will help to secure wiring 
contracts. Let the people of your com- 
munity know how you can increase the com- 
fort and convenience of their homes. 





and retail dealers and others engaged 
in the electrical industry. 

8—To assist in standardizing and 
marketing high grade electrical ma- 
terial and apparatus of American 
manufacture. 

9—To encourage its retail members in 
the maintaining and conducting of 
attractive electrical stores. 

10—To elevate the standards of elec- 
trical installations and to co-operate 
with boards of underwriters, state 
and municipal inspection departments, 
engineers, architects, public utility 
companies and municipal electric light 
and power companies, to generally 
better conditions by the reduction of 
fire and accident hazards and _ the 
rendition of improved service. 





New Chicago Code Requires 
Branch Circuit for Each 
1,000 Sq. Ft. 


The 1923 edition of the Chicago 
Electrical Code requires that serv- 
ice wires between the service switch 
and the outside of the building be 
not smaller than No. 10 B. & S. gage. 
This rule at the same time automati- 
cally increased the size of the neu- 
tral grounding wire to No. 10. 

The new rule which does away 
with the socket limitation in apart- 
ments and residences became effec- 


tive on all permits dated on and after 
Oct. 1, 1923. This new rule will re- 
quire a branch circuit for every 
1,000 square feet of floor space. 
However, in apartments and resi- 
dences of five rooms or more there 
must be not less than two circuits. 

No limitation is placed upon the 
number of sockets or receptacles 
that can be connected to a branch 
circuit except the limitation that the 
load shall not exceed that which can 
be carried on a 15-ampere fuse. 

The rule which requires con- 
venience outlets in living rooms, din- 
ing rooms and kitchens also lights 
for furnaces, boilers and coal bins 
became effective on all permits dated 
on and after Oct. 1, 1923. 

Another rule requires fireplace 
outlets to be wired with not less than 
No. 12 B. & S. gage wire, unless 
special permission is obtained where 
the actual load is known. 

The rule prohibiting the future 
use of cutout blocks attached to the 
side walls of meter-testing devices 
will become effective on all permits 
dated on and after Jan. 1, 1924, 

The rule allowing two-wire branch 
lighting circuits with the neutral 
fuse omitted, and the rule allowing 
three-wire branch lighting circuits, 
will become effective on permits 
dated on and after Jan. 1, 1924. 


Salt Lake Contractors Have 
Lighting Service Bureau 


The electrical contractors of Salt 
Lake City, Utah, have formed a 
lighting service bureau for the pur- 
pose of giving their customers the 
best possible information on lighting 
subjects. The members of the bu- 
reau staff are: E. A. Evans, West- 
inghouse Lamp Company; Ernest L. 
Dee, Edison Lamp Works, and S. S. 
Stevens, Stevens Sales Company, rep- 
resenting the Eryan-Marsh Division 
of the National Lamp Works. Each 
particular job will be carefully ana- 
lyzed, and plans and specifications 
will be prepared without cost. 

The Bureau is located in the offices 
of the Rocky Mountain Electrical Co- 
operative League. 





League Work Increases 
Outlets on New Jobs 


The Denver (Colo.) Electrical Co- 
operative League has been especially 
active of late in securing more out- 
lets than originally intended on jobs 
underway. The increase for one 
month follows: 413 convenience out- 
lets; 128 switches; 99 ceiling outlets; 
67 wall brackets and 28 miscellaneous. 
The maximum increase on a single 
job during the month was 72. 





“Service While You Wait’ 





A small well-equipped shop where 
calls for repair work on motors, electrical 
appliances, portable lamps and so on can 


hurry 


be done while you wait, is a feature in 
Thomas Hindley & Son’s store, New York 
City. Also articles needing repairs will be 


’ Keeps Customers Coming 





called for and returned as desired. This 
same pleasing promptness likewise char- 
acterizes all work done outside. This repu- 
tation for service has unquestionably gone 
a long ways in building the flourishing 


dealer-contractor business this firm enjoys. 
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Where the Wives Can Help 


Electrical men who put on Home 
Electrical exhibits may be the final 
authorities on the correct wiring of 
the house, but when it comes to creat- 
ing a real home atmosphere, even 
they must admit that they still have 


much to learn. Here is where the 
feminine members of the electrical 
family may help. 

In fact, no better advice could be 
given to electrical men contemplating 
a Home Electrical exhibit, than this: 
Get your wives to help! In the first 
place, they’ll be delighted to do so. 
In the second place, experience so 
far has proved that, wherever they 
have taken an active part in the proj- 
ect, the house has taken on more of 
the atmosphere of a home, and less 
that of an exhibition—and has been 
correspondingly more successful in 
appealing to women. 


A Committee of Hostesses 


For example, to give the feminine 
touch of hospitality at the recent 
Home Electrical in Seattle, the wives 
of the electrical men formed an 
auxiliary committee, and were on 





Ideas and Methods Successfully | 
Used in Showing the Public | 
the Conveniences of Complete | 

Electrical Installations | 











hand at all times to welcome visitors 
to the house. 

And in Loveland, Cal., both the 
electrical men’s wives and the club 
women of the town formed a commit- 
tee to act as hostesses each day and 
evening that the Home Electrical was 
open-to the public. 

One big reason for the success of 
the three Home Electric exhibits 
staged within a year in the borough 
of Queens, Long Island, was the home 
atmosphere created in every one of 
them under the skillful touch of Miss 
Jean Neale, fiancee of C. D. Poey, 
who directed the exhibits for the 
New York & Queens Electric Light 
& Power Company. It was Miss 
Neale who saw to it that every win- 
dow had tasteful curtains, that no 
atrocities in decoration were com- 
mitted, and that the furniture was 
arranged as a housewife herself 
would arrange it. 

By the same token, the Home Elec- 
tric exhibits staged in New Jersey 





Exhibition Tent Adjoining Home Electric Gives 
Opportunity to Demonstrate Appliances 








A successful feature of the recent Seattle 
Home Electrical was the erection of a tent 
adjoining the house, fitted up with booths 
for the demonstration of the electrical ap- 


pliances shown in the house itself. The 
tent was 50 by 100 ft., and housed thirty 
booths, of which the above is typical. The 











booths were sold to Seattle electrical deal- 
ers for $47.50 each, this sum just covering 
the cost of renting the tent and construct- 
ing the booths. In this way, the Seattle 
Electric Club kept all selling out of the 
house itself. Any dealer could sell in the 
tent, if he wished, 





Cardboard Hands Point Out 
“Convenience Outlets” 














California electrical men have learned from 
experience not to assume that the public 


knows even what a “convenience outlet” 
looks like! So they put up cardboard 
hands on the walls, to point to every con- 
venience outlet in the house. This picture 
was taken in the Long Beach Home 
Electric. 





have succeeded in their feminine ap- 
peal. Miss Bessie Swann of the 
Public Service Electri¢ Company of 
Newark saw to it, whenever possible, 
that women’s magazines and books 
were scattered on the tables, and that 
bowls were filled with fresh flowers. 
It is touches like these that create a 
home atmosphere—and for them a 
woman’s hand is needed. 





‘Alabama’s First Electrical 
Home at Selma 


Alabama’s first Electrical Home, 
held recently at Selma, was a great 
success, viewed from every angle. 
The registered attendance was 3,000, 
but there were many hundreds more 
who did not sign the coupons. The 
electrical interests of the vicinity and 
the others whose assistance was 
necessary worked whole-heartedly for 
the success of the enterprise and 
gave a splendid example of real co- 
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operation. A large percentage of 
Selma’s population inspected the 
home, and its electrical men are of 
the opinion that few homes will be 
built from now on which are not 
completely equipped electrically. 





Books and Food Charts 


Two small touches which really 
completed the home-likeness of the 
Miami Beach Home Electric, re- 
cently exhibited in Florida, were— 
books and food charts. 

Miss Grace T. Hadley, who had 
charge of this Home for the Miami 
Beach Chamber of Commerce, found 
the publishers only too willing to 
supply an interesting selection of 
books for exhibition—in fact, the 
offer first came from the publishers 
themselves. Most of the books com- 
fortably filled the bookcases, but 
some were placed on tables or stands, 
to add “the homelike touch.” 

A set of food selection and meal 
planning charts was sent to the 
Home by C. E. Langworthy, Chief 
of Home Economics in the United 
States Department of Agriculture, 
Washington. These, with a supply 
of home economics bulletins from the 
Department of Agriculture, were dis- 
played in the kitchen of the Home, 
and proved of much interest to 
women visitors. 





Exhibitors Hold 
“Open House Day” in 
New Jersey Homes 


“Open House Day,” when free 
waffles, coffee and milk were served 
to visitors and samples and souvenirs 
were distributed, was the big feature 
of the two “Better Home Electrical” 
exhibits in New Brunswick, N. J., 
this June. ; 

The milk was donated by a loca 
dairy company; and waffles and cof- 
fee, hot from the electric waffle iron 
and percolator, were provided by the 
Public Service Electric Company. 

On this last day, too, representa- 
tives of the stores which co-operated 
in furnishing the exhibition homes 
were present to answer questions as 
to prices of articles on exhibition. 
While the homes were open for the 
two weeks preyiously, the exhibitors 
remained very much in the back- 
ground. “Open house day,” however, 
was their day, and it was decided 
upon at the last moment, in order to 
give them a chance to answer many 
of the questions as to price and qual- 


ity which were in visitors’ minds. 

A number of high school classes 
visited these homes, at a suggestion 
to the teachers; and the local Lions’ 
Club came one evening in a body. 
The exhibit was held under the aus- 
pices of the Retail Merchants’ Di- 
vision of the Board of Trade. 

Nor were these two New Bruns- 
wick homes the only ones exhibited 


in New Jersey this spring. Plainfield 
had a very successful Better Home 
Electrical, as did Elizabeth, Rahway, 
Paterson, Hackensack, West New 
York, Newark and Montclair. In all 
of them, the electrical wiring and 
electrical equipment were conspicu- 
ous features. It is estimated that 
more than 50,000 people visited the 
exhibits. 





“OQwn-Your-Own” Electric Home Exhibit 









































Why not display your own home as an 
electric home _ exhibit? F. A. Fellows, 
electrical contractor-dealer of Laramie, 
Wyoming, found that his newly constructed 
six-room bungalow with its complete elec- 
trical equipment was of great interest 
to his neighbors—and with the assistance 
of his wife and daughter who acted as 
guides, he staged a Home Electric exhibit 
which brought over three hundred people 
to his doors in three days time. 

The house wiring was very complete, 
following plans suggested by the Denver 


Electrical Co-operative League and besides 
the appliances already owned by Mr. 
Fellows, a supplemental number were 
furnished by two of the prominent jobbers 
of the district. The power company was 
glad to contribute the cost of current for 
the first month’s operation of the house. 
In all, the cost of the exhibit did not 


exceed $50, includi}g advertising—and it 
has already brought results in the record 
of new homes in lQLaramie which Mr. 
Fellows has been called upon to wire in 
xnecordance with the standards in his own. 
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New Merchandise to Sell and Where to Buy It, Including Some 














How to Use These Pages 
to Make Your Own 
Buying Index 


Beginning with the September, 1917, 
number Electrical Merchandising has 
been furnishing its readers with the 
selective new-merchandise catalog 
service continued on these pages. 
By tearing out those items which 
affect your business and pasting 
them on filing cards, you can make 
a buying index that will put informa- 
tion on what is made and who makes 
it right at your finger’s end. 
































This section ‘“‘New Merchandise to Sell’ 
is an editorial text section prepared by 
the editors solely in the interests of read 
ers of Electrical Merchandising. As its 
title explains, its purpose is to put before 
our readers information concerning the 
new merchandise and latest inventions on 
the market. 

To be described here, articles or de- 
vices must be new and of general interest 
to our readers. These descriptions are 
solicited from all manufacturers, and the 
items are published free of all cost to the 
maker of the device, and without respect 
to advertising or any other consideration, 
except their interest to the reader. The 
editors are the sole judges of what shall 
appear in this section, and readers may 
depend upon the independent character of 
this service. 





Electric Ironing Machine That 
Folds Into Wall 


Electrical Merchandising, November, 1923 


“T’d like an electric ironing machine, 
but where’ll I put it?’ says the house- 
wife. “Same old story,” says the dealer. 
“These apartment houses will ruin my 
business!” It is quite true that a num- 
ber of prospective customers would in- 
stall electrical equipment were it not for 
the fact that every square inch of their 
tiny apartments is being used for some- 
thing else. There certainly seems little 
room in the ordinary apartment-house 
kitchen for an electric ironing machine 
of standard design, but the American 
Ironing Machine Company, 844 West 
Adams Street, Chicago, has brought out 
a “Simplex” ironer that folds into the 
wall, as shown in the accompanying il- 
lustration. It is compactly enclosed and 
occupies a space of 20 in. by 19 in., 
with sufficient excess room for brooms, 
mops, etc. It is permanently installed 
and connected and at the pressure of a 
finger automatically unfelds. 























Electric Hand Lantern 
Electrical Merchandising, November, 1923 


There are many uses for a lantern of 
the type recently brought out by the 
Federal Electric Company, 8700 South 
State Street, Chicago. It will be found 
to be of particular service to railway- 
men, in factories, stores, in the home, 
for oil flelds, fire departments, autoists, 
farmers and campers, in fact in any 
place where a safety device is desired. 
“It will not blow out, blow up and 
cannot go out suddenly,’ the manufac- 
turer claims. It is built along simple 
lines, has few parts, and has flexible 
folding legs, which enables it to fit the 
side coat pocket when the three folding 
legs are clustered. It is lighted and 
extinguished by means of a switch so 
placed as to be out of the way of acci- 
dental operation or injury. 





Small Size Electric Range 
Electrical Merchandising, November, 1923 


In many cases, the vital question in 
an electrical installation problem is not 
“Can we afford it?” but “Have we room 
enough?” The “space” difficulty, with 
the electric range, at least, can be over- 
come by the installation of a small-size 
electric range of the type recently 
brought out by Strowe & Company, 206 
Bangor Building, Cleveland, Ohio. The 
range is designed for operation from 
any wall or base plug on an ordinary 
lighting circuit. It will do all the cook- 
ing, baking, roasting and boiling re- 
quired for an ordinary-sized family, the 
manufacturer claims, and the 10 in. by 
10 in. by 14 in. oven is a practical fire- 
less*cooker. The oven element is made 
with Cook’s soapstone insulation and is 
said to heat on all four sides at once. 























Motor Plug with Special 


Bushing 
Electrical Merchandising, November, 1923 


A new plug especially designed for 
attaching to motor-driven apparatus has 
been brought out by Harvey Hubbell. 
Inc., Bridgeport, Conn. The base of 
the plug is fitted with male contacts 
and the body with concealed contacts 
and crown to “Knostrain” bushing. 
This, it is said, relieves the strain on 
the binding screws. The base is slotted 
for wiring. The diameter of the plug is 
234 in. and the overall height 23% in. 
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Electric Cloth-Cutting we 


Electrical Merchandising, November. 1923 


Garment, tent and awning manufac- 
turers, as well as automobile trimmers 
and upholsters or anyone who has occa- 
sion to cut cloth in quantities will be 
interested in the cloth-cutting machine 
made by the Eastman Machine Com- 
pany, Buffalo, N. Y. Model UA, which 
has recently been developed, is of spe- 
cial design, which gives it extra power 
and, it is said, renders the machine 
more easy to handle than models pre- 
viously on the market. The motor, which 
is self-contained, can be supplied to 
operate on direct or alternating current. 
The machine, the manufacturer claims, 
will cut from a dozen to three or four 
hundred thicknesses of cloth at one time. 








Electrically-Operated 
Crossing Signal 
Electrical Merchandising, November, 1923 


Every once in a while, when figures 
are published, showing the number of 
accidents at grade crossings all over 
the country, decided movements are 
made toward ‘stopping this fearful 
waste.”’ Although in a great many cases 
such movements are too short-lived to 
be of service, still results have been 
shown in the added precautions adopted 
by railroads and city, county and state 
organizations to bring about ‘safety 
first.” One of the newer crossing sig- 
nals is being manufactured by the Bry- 
ant Zinc Company, 600 Orleans Street, 
Chicago. It is known as the Magnetic 
Autoflag, Model 5, and gives warning 
by the swinging of a circular metallic 
disc or “banner,” in the center of which 
are two lenses. Electric lamps between 
the lenses throw light in both directions 
along the highway, producing, for night 
indication, the effect of a swinging red 
lantern. The lamp of the standard signal 
burns steadily during the operation of 
the signal, but arrangement can be 
made, if desired, to flash the lamp at 
intervals or in unison with the swinging 
of the banner. 
































Electrically-Wired Combination 
Bedstand and Dressing Table 
Electrical Merchandising, November. 1923 


The average woman is becoming her 
own beauty specialist. What with a few 
visits to a beauty parlor, a keenly ob- 
serving eye and the formulas for beauty 
that now flood the newspapers and mag- 
azines, any woman may set up her own 
private beauty establishment right at 
her bedside with one of the new “Vanity- 
Maid” cabinets recently brought out by 
the Nichols Electric Furniture Company, 
Bennington, Vt. This new article of 
furniture is a combination bedstand and 
dressing table. It has a mirror under 
the cover, which, when raised, makes 
an attractive dressing table with out- 
lets for the convenient use of hairdrier, 
vibrator, curling iron, immersion heater, 
etc. Directly under the cover there is 
a sliding tray, about 8 in. wide, upon 
which the appliances can rest while 
in use. The ‘“Vanity-Maid” may be 
obtained in mahogany or walnut. When 
closed it makes an attractive bedstand, 
to which can be attached lamp, heater, 
fan or heating pad. 





Washing Machine with Special 
Heat-Retaining Tub 
Electrical Merchandising, November, 1923 


As indicated by its name, the ‘“Ther- 
motub” washing machine’s outstanding 
feature is its capacity for retaining the 
heat in the water used in the washing 
operation. The tub of this machine is 
built of copper and cypress. Between 
the outer tub of 1-in. cypress and the 
inner tub of tinned copper, is a “dead 
space.” This “dead air’ space at the 
sides and underneath, it is pointed out, 
provides an insulation that makes the 
loss of heat practically impossible. Other 
features of the machine are the ‘“Aero- 
wing’’—the perforated aluminum wings 
which swirl the hot suds through the 
clothes a hundred times a minute, it is 
said; the cast aluminum wringer with 
12-in. rolls; completely enclosed gears 
and aluminum water-board. The manu- 
facturer is the Boss Washing Machine 
Company, Cincinnati, Ohio. 






































Adjustable Grinder 


Electrical Merchandising, November, 1923 


The manufacturer of the tool illus- 
trated is the Stow Manufacturing Com- 
pany, Inc., Binghamton, N. Y. The de- 
vice is mounted on a truck, making it 
portable and easily moved from one place 
to another in the shop or yard. The 
motor is swiveled, tilting, with extension 
arm, to enable the operator to work 
over a large area. The driven end is 
equipped with ball bearing hand piece. 
The tool is furnished for all currents and 
in various sizes, and may be equipped 
with surface grinding attachment if 
desired. 








Controllable Driving Light 
for Automobiles 
Electrical Merchandising, November, 1923 


The “Lorraine” controllable driving 
light, manufactured by the Lorraine 
Corporation, 341 East Ohio Street, Chi- 
cago, is designed to fit every make 
and model of closed or open car. The 
light, it is pointed out, is instantly ro- 
tatable to any point in, a sphere and 
will remain fixed in any position over 
the roughest road, no matter how placed. 
The electric conductor, as well as the 
operating mechanism, is enclosed and 
all moving parts packed in lubricant. 
The switch is so located in the control 
handle unit that the thumb comfortably 
rests on it when the hand is operating 
the light, enabling a quick ‘‘on” or “off’’ 
as desired. The light is supplied in full 
nickel finish or in complete nickel trim 
with black enamel shell. 











Continued on third and fourth pages following, for your convenience in clipping and filing. 
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Put Christmas Into Your Win- 
dow—with These Helps 
from the S. E. D. 


In accordance with its annual 
practice of supplying electrical deal- 
ers with Christmas selling helps 
for making their stores and window 
displays more attractive in the holi- 
days, the Society for Electrical De- 
velopment is again offering a splendid 
assortment of Christmas selling 
helps. 

This year the material consists of 
the following: 

1. A holly wreath in the Christ- 
mas colors, 14 in. in diamete:, suit- 
able either for pasting on window- 
panes or for standing in windows and 
on counters. 

2. A poster stamp selling the slo- 
gan, “Give Something Electrical.” 

3. A set of Santa Claus cut-outs. 
These little figures, standing 12 in. 
high, depict Santa pointing in 
various directions (right, left, and 
center) to appliances, fixtures, and 
so on, that are used in window dis- 
plays, and make unusually effective 
aids to window trims. 

4. A Christmas gift suggestion 
folder with a distinctive and attrac- 
tive cover, depicting an army of 
miniature Santas carrying electrical 
appliances. The eight pages of the 
booklet carry electrical gift sugges- 
tions, and are decorated with poin- 
settia designs. 























Mail this Christmas gift suggestion folder 
to your customers! It will be supplied to 
both members and non-members by the So- 
ciety for Electrical Development. 


Sales Helps 
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for the Dealer 








| Show Window, Counter, 
Mail Advertising and 
Specialty Aids 
Which Manufacturers Offer to | 
Help You Get More Trade | 
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5. The Christmas issue of “Sales 
Helps” (the Society’s monthly sales 
help suggestion publication) is de- 
voted entirely to Christmas advertis- 
ing suggestions and a plan for a 
co-operative campaign that can be 
conducted by a local electrical league. 

All of the Society’s Christmas 
material is built around the slogan 
for this season: “Give Something 
Electrical.” A special poster carry- 
ing the slogan will be available for 
those desiring to make use of 24- 
sheet billboards. Further informa- 
tion about the Christmas selling 
helps may be obtained by writing to 
Society headquarters, 522 Fifth 
Avenue, New York City. 





Try Advertising Outdoors! 


Outdoor poster advertising un- 
doubtedly excels most other forms of 
advertising in forcefulness and per- 
manence of effect, but the initial ex- 
pense is the thing that keeps many 
dealers from trying it. 

To enable its dealers to undertake 
more of this form of advertising, and 
at the same time to lighten the ex- 
pense burden for them, the Apex 
Electrical Distributing Company of 
Cleveland, is offering the following 
plan: A poster in six colors, four’ by 
five feet, featuring the vacuum 
cleaner and clothes washer, has been 
designed and prepared by a St. Louis 
advertising company. The posters 
are made of heavy wood or pulp fibre, 
put up with special nails. 

When a dealer orders these signs, 
a representative of the advertising 
company calls and personally erects 
the signs, using the sides and fronts 
of business houses, brick buildings 
and other structures, selecting the 
most advantageous places available 
on business streets, country roads, 
and other conspicuous places. He 
makes an itemized list of the loca- 
tions of the signs. The expense is 
shared on a co-operative basis at a 
slight cost to the dealer. 

It is said that the posters will 
stand the weather for from twelve 
to eighteen months. 














An easy and convenient counter outfit for 
displaying and demonstrating lamps _is 
being offered dealers by the Save Sales 
Company, 615 Front Street, Toledo, Ohio. 
As shown above, each lamp is controlled 
by a separate switch, making it easy to 
demonstrate the various types and sizes 
without loss of time to the customer. The 
display fixture is made of metal, enameled 
in three colors. 





Figures on Kitchen-Lighting 
Campaigns 

Additional figures on results se- 
cured from recent kitchen lighting 
campaigns are published in broadside 
form by The F. W. Wakefield Brass 
Company of Vermilion, Ohio. This 
company manufactures the “Red 
Spot” hangers which have been used 
by a number of electric light com- 
panies in campaigns of this nature. 


Copies of the broadside are being 
distributed free. 





A List of Broadcasting 
Stations for the 
Radio Fan 


One of the most effective pieces of 
advertising literature prepared for 
its dealers by the Automatic Electri- 
cal Devices Company, Cincinnati, is 
Bulletin 5,097, containing a complete, 
up-to-date list of all broadcasting sta- 
tions in the United States, Canada 
and Cuba. 

Every radio fan, regardless of 
whether he uses a crystal, dry cell or 
storage battery set, has use for and 
wants a list of broadcasting stations. 
This list is being featured in all ad- 
vertising by the Automatic Electrical 
Devices Company. It is being used 
simply as another effective means of 
getting people to come to the radio 
store, and is doubly useful, because 
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it will be kept by the customer and 
prove a continual reminder of the 
store. 

The list is one of a comparative 
line of “dealer helps” described in 
the new “Homcharger Sales Manual,” 
which includes circulars, bulletins, 
envelope stuffers, window cards, spe- 
cial cartons, counter cards, news- 
paper ads and electros, and gold seal 
emblems. 





Catalog Code Facilitates 
Ordering of Telephone 
Apparatus 


An easily understood “code-letter” 
plan that greatly simplifies the cata- 
loging of intercommunicating tele- 
phone apparatus, appears in Catalog 
40 recently issued by Stanley & Pat- 
terson, New York City. According 
to this plan each system is designated 
by a code-letter and each “pattern 
number” of instrument carries a cor- 
responding code-letter where it is 
made to operate on that system. For 
example,—All pattern numbers (In- 
struments) carrying the Code-Letter 
“Q” are wired to operate on System 
“Q.” All pattern numbers (Instru- 
ments) carrying Code-Letter “QV” 
are wired to operate on System “QV” 
and so on. This plan does away with 
the difficulties formerly experienced 
by architects, engineers and owners 
in the purchase, specification and se- 
lection of telephone apparatus. 





Hot Plate Counter-Card 
Display 

A unigue counter and window dis- 
play is being distributed by the 
Liberty Gauge & Instrument Com- 
pany of Cleveland, makers of the 
Liberty “Hot Spot.” The die-cut 
card fits over the plate and is held 
in place by a lug which fits between 
the element base and metal frame. 
Full detailed selling instructions are 
printed on the reverse of the card 
for the information of the clerk. 





Let “John Perkins” Tell Your 
Radio Story for You 


Would you circularize your pros- 
pects more often if you could send 
them letters that are above the aver- 
age in interest and _ educational 
value? 

The Radio Corporation of America 
believes that most dealers would, and 
accordingly is sending out to them a 
new and interesting series of cir- 


A “Christmasy” Letter-head 
for Your Pre-Holiday 


Correspondence 
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For weeks before Christmas, almost every 
home is flooded with gift circulars, folders 
and letters from every market in town. 
Sometimes they’re read—and sometimes 
they’re not. Unusually attractive and 
“Christmasy” in appearance, therefore, 
must be the mailing matter that is to have 
a hearing. An excellent suggestion is this 
attractive combination letter-head and gift 
suggestion folder now being offered its deal- 
ers by the Western Electric Company for 
mailing out to their customers. 





cularizing letters, all ready and 
complete for mailing to radio pros- 
pects, except for the addressing. In 
the letters, “John Perkins,’ an im- 
provised character, tells in a simple 
and entertaining fashion the many 
advantages gained by having a radio 
outfit in the home. Ease of opera- 
tion, low cost of upkeep, and other 
selling points are all covered in this 
way without loss of interest. 

For example, here is the way the 
first of the series reads: 


Dear Mr. 
John Perkins of Greenview, Ar- 
kansas—who_ recently purchased a 
Radiola, writes as follows: 
“Say—since I got that Radiola I 
have heard more news and music in 
one night than I used to hear in a year. 
“Simple—why there’s nothing to it— 
I just turn a couple of knobs and— 
bingo—I hear a concert in Chicago; 
turn the knob again and I can hear 
what’s going on in Georgia. 
“Entertaining—there are no_ dull 
nights in our home any more. When 
Mary has a party and wants to dance, 
why—we just have an orchestra in one 
of the big cities play for us. Then 
when we are alone, we get stock re- 











ports, and news of what’s going on in 
the big cities. At bed-time the young- 
sters get the bedtime stories. Say— it’s 
great—we all like it so much we don’t 
see how we could ever be without it. 

“And what’s best of all—the upkeep 
is next to nothing. Those dry batteries 
are so easily replaced at such a small 
cost that it isn’t any trick at all. 

“If the folks living in rural districts 
only knew what they are missing, I am 
sure they would get a Radiola right 
away.” 

We carry a complete line of Radiolas 
and shall be glad to demonstrate in your 
own home how easily you too can have 
the pleasures mentioned in Mr. Perkins’ 
letter. 


Don’t delay—the longer you wait the 
more you miss. 





Sell More Bell Ringers by 
Fitting Up a Simple 
Counter Display 


Bell ringers are such inexpensive 
and useful electrical devices that it 
is amazing how few people know any- 
thing at all about them—in fact, the 
Weiderman Electric Company of 
Brooklyn, N. Y., has now convinced 
itself that the reason more of them 
aren’t sold is that most people hardly 
know that such a thing as a bell 
ringer exists. Or else they think it 
is a complicated and expensive device 
suitable only for use in large homes 
or apartment houses. 

For the Weiderman company has 
put together a simple counter dis- 
play which has sold more bell ringers 
than it usually sold ina month. The 
display consists of a simple stained 
wooden board upon which are 
mounted two wires representing a 
lighting circuit, a bell,ringer, a bell, 
and a push button, with appropriate 
wording inviting the customer to 
push the button and hear the bell 
ring. The display is effective be- 
cause it appeals to the natural im- 
pulse to “play with things,” and be- 
cause it shows in the most effective 
way the simplicity of the device. 


Will ring all the bells 
in the house - 


Bell Ringer R 


will eliminate all Pe | 
your bell ringing 
troubles 








Sell more bell ringers—by fitting up a dis- 
play like this for your counter. 
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Combination Electric and 
Coal Range 


Electrical Merchandising, November, 1923 
A closed or embedded type of element 
is the improved feature of the combina- 
tion coal and electric range manufac- 
tured by Rathbone, Sard & Company, 
Aurora, Ill. Other features of the range 
are: one large and two medium hot 
plates; high speed oven; white enamel 
splasher and oven door panel; mercury 
thermometer; reciprocating switches; 
two-hole coal cooking top; fire box for 
coal, coke or wood. . Floor space required 
for the range is 29 in. by 44 in. The 
hot plates are the enclosed type while 
the oven units are the open coil type. 





Low-Type Electric Lift Truck 
Electrical Merchandising, November, 1923 
An electric haulage unit which may be 
used with the same platforms already 
employed in connection with the hand- 
lift type truck—those which elevate the 
load by pushing down on the handle— 
has been brought out by the Elwell- 
Parker Electric Company, Cleveland, 
Ohio. This new unit is described as 
consisting of a hot riveted steel frame, 
equipped with an electric motor driving 
22 in. by 34 in. rubber-tired wheels 
through a worm reduction running in 
oil. A compartment located immedi- 
ately over the drive axle houses an elec- 
tric storage battery of either alkaline or 
lead type of sufficient capacity, it is 
said, to operate the truck all day long. 
The platform is raised or lowered by 
rocking and lifting simultaneously. 



































Electric Range 
Electrical Merchandising, November, 1923 


The days of the coal-burning kitchen 
range are numbered. Plans for the 
modern home, it seems, include the 
kitchen in the general heating system 
and provide, for cooking purposes, the 
gas or electric range. One of the 
newer electric ranges on the market is 
the No. B-57, brought out by Electra- 
hot Appliances, Inc., 301 Fifth Avenue 
South, Minneapolis, Minn, This range 
is equipped with one 1,500-watt burner 
and three 1,000-watt burners. The 
switches are of the reciprocating type 
and are plainly marked to show the 
burner controlled. An appliance outlet 
is included for connecting other appli- 
ances to the range circuit. The usual 
baking and warming ovens are provided 
and are installed on either the right or 
left side of the range. Another feature 
is the nitrogen-filled Taylor thermom- 
eter for registering the oven heat. The 
range covers a floor space of 25 in. by 
43% in., weighs 250 lbs., and is finished 
in dull black with white porcelain 
panels. 








Christmas Tree Set 
Electrical Merchandising, November. 1923 
The improvement made on the Christ- 

mas tree set manufactured by the M. 
Propp Company, 524 Broadway, New 
York City, eliminates the necessity for 
the jobber or dealer to carry more than 
this one unit in stock, the company 
states, because of the attachment on 
each set which permits building up of as 
many sets as desired, by connecting one 
to the other. “The improvement,” the 
company continues, “makes the dealer’s 
stock so flexible that the sales turnover 
is very rapid, overcoming the old bug- 
bear of carrying over stock, which usu- 
ally represents great loss to the dealer 
on account of price fluctuation.” This 
new No. 80 set is put up in attractive 
holly boxes for the Christmas trade. 
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Portable Vapor-Proof Lantern 
Electrical Merchandising, November. 1923 


To provide a safe and convenient 
portable light for use wherever com- 
bustible vapor, gas or dust is present, 
the Crouse-Hinds Company, Syracuse, 
N. Y., has developed its Type VSB 
vapor-proof lantern. It has a swinging 
bail, a watertight cord outlet with cord 
reinforcement to prevent chafing of the 
cord, and a watertight operating handle 
for key receptacle. The globe is de- 
signed to permit the use of any lamp up 
to and including 75-watt, and colored 
globes can be furnished, if desired. The 
guard and globe are said to be easily 
removable for replacing lamps and the 
base is designed to give adequate support 
when placed upon the floor or ground. 
The body is aluminum and the guard, 


finish. 


including base, is_ brass, ae 





Radio Loudspeaker 
Electrical Merchandising, November, 1923 


Hitherto the name of C. Brandes, Inc., 
237 Lafayette Street, New York City, 
has been identified by radio fans with 
the headset made by that company. A 
new Brandes radio device has now made 
its appearance in the form of a “Table 
“Talker” loudspeaker. It is finished ina 
neutral shade of deep brown with crys- 
talline-finished horn and copper oxi- 
dized-finish base. 




















Cable Connector 
Electrical Merchandising, November, 1923 


The “All-In-One” connector manufac- 
tured by the Pollack Conduit Company 
of New York City, is designed to sim- 
plify the connecting of armored cable 
to the box. The device is equipped with 
four claws which, it is said, grip the 
cable with unusual strength. It is 
declared that the connector cannot slip 
and that one twist of the pliers auto- 
matically makes a permanent job. The 
“All-In-One” is made to fit any No. 14-2 
armored cable. 








What’s new on the market? These pages will tell you. 9 
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Electric Refrigerating Machine 
Electrical Merchandising, November, 1923 


Copeland Products, Inc., has brought 
out a new refrigerating plant which can 
be installed in any standard ice box. 
A few points of interest regarding the 
machine are the new type of construc- 
tion, plus forced-air circulation, which 
keeps the condenser always cool; the 
ice trays which are placed in individual 
compartment, on slides; the belt stretch 
which is automatically taken up; and 
the thermostat, which is controlled by 
actual temperature of brine, assuring 
perfect refrigeration, the company de- 
-lares, regardless of outside temperature. 
The address of the manufacturer is 
Flint, Mich. 





Floodlight for Store Window 


Electrical Merchandising, November, 1923 

The new floodlighting unit recently 
developed by the Brieloff Manufacturing 
Company, 119 Lafayette Street, New 
York City, is designed to flood the win- 
dow with colored or white light and 
at the same time concentrate a spot 
of light on any article to which promi- 
nence is to be given. By means of its 
special universal joint the lamp can be 
attached to the ceiling, wall or floor 
and the beam of light pointed in any 
direction. This new “Fashion” floodlight 
is made of aluminum, with the inside 
highly pol’shed and the outside japannred. 
It comes complete with wiring and con- 
necting plugs, color-frame and five color- 
sheets. 




















Polarized-Composition 
Attachment Plug 


Electrical Merchandising, November, 1923 


Suitable for heavy or domestic duty 
is the new attachment plug illustrated, 
manufactured by Harvey Hubbell, Inc., 
Bridgeport, Conn. Polarization is ef- 
fected by the use of a cap with one wide 
and one narrow blade made to fit only 
in their corresponding slots in the plug 
base. Features of the plug are its wide 
knurled edge, heavy blades, large cord 
hole and strong black composition body. 








Electric Coffee Cutter 

Electrical Merchandising, November, 1923 

With the use of the newly-developed 
coffee mill brought out by C. M. Nevius, 
Inc., 178 Main Street, Hornell, N. Y., 
the coffee is cut or broken by eight 
straight, sharp, tempered, stationary, 
easily renewable steel knife blades. It 
has a capacity of 3 lb. per minute 
medium, 4 to 5 lb. coarse, and has a 
5-lb. hopper and receiver. It is equipped 
with a 4-hp. motor. All parts of the 
mill are finished in aluminum or nickel 
with the exception of motor frame which 
is finished in black. It occupies counter 
space of 94 in. by 15 in. with cup 14 in. 
high, projecting 23 in. each end. It 
stands 29 in. high to top of hopper and 
weighs about 40 'b. 




















Electric Curling Iron 
Electrical Merchandising, November, 1923 
A most acceptable Christmas gift for 

daughter, mother or “grandma” is the 
“Bobby” electric curling iron recently 
brought out by the Slaughter Company, 
1712 South Michigan Avenue, Chicago. 





Electric Table Stove 
Electrical Merchandising, November, 1923 


There are a great number of bachelor 
maids and bona fide bachelors of the 
other sex who will find a use for a 
practical table stove of the type manu- 
factured by the National Stamping & 
Electric Works, 3212 West Lake Street, 
Chicago. This new model No. 55 lunch- 
eonette grills, toasts, bakes, broils, fries 
and stews. It has four heats, high, 
medium, simmering and low and cooks 
above and below the heating coils at the 
Same time. It will operate from any 
convenient lamp socket and is complete 
with cord and separable plug. 





The detachable plug at*the handle is a 
feature of the jron. The contacts for 
this plug are made of phosphor bronze. 
The plug, the -manufacturer declares, 
cannot be shaken loose from the handle 
but nevertheless can be easily discon- 
nected when the user desires to break 
the circuit. P 





Violet Ray Outfit 


Electrical Merchandising, November, 1923 

“Blectricity as a means of securing 
good health has been used in many dif- 
ferent forms;” claims the Master Elec- 
tric Company, “but the most successful 
of all has been that phase known as 
high frequency or the violet ray.” An 
additional model to the line of violet 
ray outfits manufactured by the Master 








Battery Carrier 


Electrical Merchandising, November, 1923 


The “Acco” battery carrier brought 
out by the American Chain Company 


of Bridgeport, Conn., has been designed 
to overcome most of the difficulties 
experienced by service stations, radio 
fans and car owners in handling bat- 
teries. It is a flexible carrier than can 
be easily hooked on to the battery to 
conveniently lift the battery from the 
box. It is built of heavy chain with 
rugged hooks and the chain is covered 
with a heavy woven cord shield, amply 
protected from the acid at the ends by 
galvanized ferrules. Length, 16 in. 
overall. The carrier is built, it is said 
to handle any type of battery except 
the end assembly. 


company, 113 South Jefferson Street, 
Chicago, is the No. 10 set, here pic- 
tured, which works on either direct or 
alternating current. 
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Electrical Committee Denies 
Field Trials to “Romex” 
and Underfloor Duct 


The committee on new developments 
of the Electrical Committee, National 
' Fire Protection Association, held a 
meeting in New York on October 15 
to consider the applications for recom- 
mendations permitting trial installa- 
tions of the new wiring conductor 
“RomeX,” manufactured by the Rome 
Wire Company, Rome, N. Y., and of 
the “underfloor duct” system manufac- 
tured by the Johns-Manville Company 
of New York City. 

The following committee opinions 
were adopted after full discussion. 

The committee on new developments 
finds that the material “RomeX,” sub- 
mitted by the Rome Wire Company, 
conflicts with numerous provisions of 
the National Electrical Code requiring 
protection of conductors and their sep- 
aration from each other, and the sur- 
faces wired over, and further does not 
find properties in this material or meth- 
ods of installation proposed for it 
which, in its opinion, warrants the com- 
mittee in recommending trial installa- 
tions. 

The committee does not recommend 
trial installations of the underfloor duct 
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Delegates to the twenty-third annual con- 
vention of the Association of Electragists, 
International, Washington, D. C., photo- 











Gossip of the- Trade 


Glimpses of 


at Play, and in Convention— 
as Caught by 
Lens and Pencil 











Calendar of Coming 
Conventions 


| ELECTRICAL SUPPLY JOBBERS 
| ASSOCIATION — Fall Meeting — 
Hotel Statler, Buffalo, N. Y., 
Nov. 14, 15 and 16. 

ELECTRIC POWER CLUB — Fall 
Meeting —French Lick Springs 
Hotel, French Lick, Ind., Novem- 
ber 19-22. 

NATIONAL ELECTRIC LIGHT As- 
SOCIATION—Southeastern Division 
—Tampa, Fla., November 19-22. 

ELECTRICAL CREDIT ASSOCIA- 
TION — Central Division — Hotel 
LaSalle, Chicago, November 20 
and 21, 


| 
| 
| 
| 

















system using unarmored rubber covered 
wires in the ducts. 

It is the opinion of the committee 
that when these duct systems are used 
with approved armored cables for the 
electric light and power wires the in- 
stallation can be made in conformity 
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graphed on the lawn at Mount Vernon, 
Wednesday, October 10. After an inspec- 
tion of the mansion and grounds, the party 


Electrical Men at Work, r 








with present requirements of the Na- 
tional Electrical Code, and that when 
the ducts are so used signal or com- 
munication wires may be run in the 
same ducts with the armored cable. 





The E. C. Stewart Company of 
Barnesville, Ohio, has been chartered 
with an authorized capital stock of 
$50,000 to engage in a wholesale and 
retail electrical business. 





National Radio Week, 
Nov. 25 to Dec. 1 


“National Radio Week” is being fos- 
tered by the Radio Trade Association 
for the week of Nov. 25 to Dec. 1, and 
will be observed everywhere in the 
United States—dealers featuring the 
very latest receiving sets and parts. 
Expositions will be held in many places, 
and the owner of every store in which 
radio apparatus is sold will place spe- 
cial stress upon this line. 

“We must keep pounding National 
Radio Week into the head of every man, 
woman and child, from now until the 
last day,” declare the promoters of 
Radio Week. We must point out im- 
provements that have been made since 
last year in both radio reception and 


returned in automobiles by way of Arling- 
ton Cemetery, stopping at the last resting 


place of the Unknown Soldier. 
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broadcasting; we must impress upon 
the minds of everyone the fact that 
entertainment better than that fur- 
nished by many theaters, may be had 
in the very parlor of the person who 
owns a receiving set; we must tell of 
the educational features, of the com- 
mercial gains to be derived by the 
ruralist, of the amusement for the 
children, of the pleasure afforded the 
sick and the aged, and of the thousands 
of other advantages offered by radio.”’. 





Hoover Pushing Electricity- 
on-Farm Idea 


Federal co-operation in the move- 
ment to make more electric power 
available for use on farms was assured 
October 17, when the Secretaries of 
Commerce and the Interior and the As- 
sistant Secretary of Agriculture met 
with the Committee on the Relation of 
Electricity to Agriculture. 

Secretary Hoover, in addressing the 
gathering, declared that he long has 
been convinced that highly profitable 
use of electricity could be made in con- 
nection with farming operations. He 
commended the industry for its willing- 
ness to co-operate to that end. In ad- 
dition, he declared that the extension of 
electric transmission lines to the farm 
carried with it a new responsibility for 
bringing about the _ standardization 
necessary to enable farmers to secure 
repair parts easily and to make con- 
venient use of any accessory. He also 
pointed out the relationship of super- 
power projects to the electricity-on-the- 
farms movement. 


Electragists Discuss Merchandising 


and “Super-Code” Problems 


International Convention at Washington, October 8 to 12, 
Also Takes Up Servicing, Installation, 
and Contracting Costs 


pliance sales now being side- 

stepped by the electrical industry 
generally, was outlined in candid lan- 
guage by John F. Gilchrist, vice-presi- 
dent Commonwealth Edison Company, 
Chicago, and chairman of the mer- 
chandising policy committee, N. E. L. 
A. before the annual convention of the 
Association of Electragists, held at 
Washington, D. C., Oct. 8 to 12. 

Mr. Gilchrist characterized present 
methods as “a joke,” and estimated that 
very conservatively it should be pos- 
sible to sell $700 worth of appliances to 
the average residence consumer now 
on the central-station lines. The fact 
that companies that are doing the best 
selling today are only “edging in” at 
the rate of $10 a year means that it 
will be seventy years on the present 
basis before these homes will be 
equipped to this extent. Meanwhile 
houses are being built faster than elec- 
trical men are appliancing them, and 
new appliances are being devised that 
broaden the line. Something must be 
done, Mr. Gilchrist said, to put the mer- 
chandising business on its feet, for at 
the present time those who are pushing 


[oi tremendous opportunity in ap- 


it most energetically seem to be losing 
the most money. Central-station com- 
panies must continue to sell appliances, 
he believed, and to carry forward the 
work of pioneering, but they must main- 
tain policies that will help build up the 
prosperity of the contractor-dealer and 
establish the widest possible local dis- 
tribution. 

The feature of the opening session of 
the convention was an address by Gen- 
eral George O. Squier, Chief Signal 
Officer, U. S. A., on the subject of 
“Wired Wireless.” General Squier is 
the inventor of the system now in use 
on Staten Island, N. Y., as described in 
last month’s issue. He predicted small 
compact radio sets as convenient and 
portable as a telephone in universal 
household use, and described the oppor- 
tunities for ‘wired-wireless” service. 


Combined Contracting and 
Merchandising? 


Two interesting debates on industry 
topics proved to be high points of the 
convention program. In the first of 
these, on the topic, “Resolved, that the 
best results are obtained by a combined 

(Continued on page 3784) 
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In the evening the play “Do It. Electri- 
cally” was presented for the benefit of the 
visiting electragists by the electrical or- 
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ganizations of Washington, D. C. This 
comedy drama was written by Thomas F. 
Chantler of the Society for Electrical De- 
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velopment, and its production by the Wash- 
ington amateur cast was directed by Arthur 
Carroll of the Carroll-Erwin Company. 
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New Merchandise 
to Sell 


(Continued from third page preceding.) 





Bronze Lantern 
Electrical Merchandising, November. 1923 


Among the strikingly beautiful fixture 
designs that have lately been appearing 
in the lighting fixture field is the ‘“Light- 
olier”’ cast bronze lantern illustrated. It 
is listed as No. 4846. Its length overall 
is 13 in. The cylinder is of amber glass. 
The manufacturer isthe Lightolier Com- 
pany, 569 Broadway, New York City. 





Two-Section Portable Tub 


Electrical Merchandising, November, 1923 


A laundry accessory that the electrical 
dealer may be interested in handling 
along with his line of washing and iron- 
ing machines is the two-section portable 
tub manufactured by the Modern Home 
Appliance Company, of Kansas City, 
Mo., manufacturer of the Sieben wash- 
ing, ironing and drying machines. The 
unit has a gas heater attached to one of 
the compartments to heat the rinsing 
water and air partition between the 
tubs so that the bluing water will re- 
main cold. Washboard and drain-cocks 
are attached, also, as well as a storage 
drawer for soap, starch, bluing, etc. The 
tubs are equipped with casters so that 
they may be rolled to any part of the 
room. 














Battery-Charger 
Electrical Merchandising, November, 1923 


Simplicity, it is claimed, is the key- 
note of the new lamp-socket battery- 
charger manufactured by the Valley 
Electric Company, 3157 South Kings- 
highway, St. Louis, Mo. The instrument 
panel is of bakelite on which is mounted 
a hand-calibrated ammeter, tive rubber- 
covered binding posts for charging either 
2-volt, 6-volt, 12-volt or one to four 24- 
volt “B” batteries, and radio type switch 
for varying the charging current of the 
24-volt “B” batteries. The charger is 
6 in. by 6% in. by 7 in. high, weighs 21 
lbs., and may be obtained in ratings of 
110 volt, 50 and 60 cycle, 110 volt, 25, 
30 and 40 cycle and 32 volt, d.c. 

















Power Plant 
Electrical Merchandising, November, 1923 


“More Power to You” says the West- 
ern Electric Company in its literature 
describing the new 15 d.c. magneto set 
which is designed and built, it is ex- 
plained, to serve the needs of those 
people whose requirements call for a 
powerful electric plant without storage 
batteries. The set is particularly suited 
for installations on road-building ma- 
chinery, on dredges, in construction 
camps, traveling shows, r@ilroad signal 
battery-charging stations, garages, etc. 
The engine and generator are mounted 
on one base with control panel and 
power plant complete. The overall length 
is 358 in.; width 24 in.; height 37% in. 
The specifications of the generator are: 
32 volts, 1,250 watts, compound wound, 
4-pole, laminated field. 








Battery-Gearing Rheostat 
Electrical Merchandising, November, 1923 


The Cutler-Hammer Manufacturing 
Company of Milwaukee, Wis., has de- 
signed an automobile storage battery- 
charging rheostat which may be used 
with a farm light plant to charge auto- 
mobile and radio batteries at the homes 
of the owners. This rheostat is a small 
6 in. plate which may be conveniently 
mounted near the farm light plant and 
connections made to charge from three 
to twelve cells of storage batteries. No 
ammeter is required with this rheostat 
as the readings on the dial indicate the 
proper positions of the instrument. 





Cabinet-Enclosed Radio 
Receiver 
Electrical Merchandising, November. 1923 


A popular Christmas gift this year 
will be an artistically-enclosed radio 
outfit similar to the model recently 
brought out by the Crosley Manufac- 
turing Company, 200 Alfred Street, Cin- 
cinnati, Ohio. It is known as Model 
XXV and is equipped with a four-tube 
set, consisting of one stage of tuned 
radio frequency amplification, detector 
and two stages of audio frequency ampli- 
fication. The cabinet is arranged to 
take the Model R-3 Magnavox. The 
cabinet also contains apartments for 
“A” and “B” batteries and a battery 
charger. <A throw-over switch is pro- 
vided as well as a filament switch for 
cutting-off the current instead of dis- 
connecting wires to battery. A phone 
jack is another feature of the set. 











Commercial Lighting Unit 
Electrical Merchandising, November, 1923 


The seven essential points in the con- 
struction of the efficient store-lighting 
unit aré to be found, the maker declares, 
in the new “Othello” commercial lighting 
fixture recently brought out by _ the 
Moran & Hastings Manufacturing Com- 
pany, 16 West Washington Street, Chi- 
cago. The fixture is of the pendant 
type. Its overall length is 36 in., and 
it may be obtained in sizes of 100-watt, 
with 4-in. by 12-in. glass; 200-watt, 
with 6-in. by 14-in. glass; and 300-watt, 
with 6-in. by 16-in. glass. It has a 
standard burnt-brass finish. All units 
are shipped completely wired, with 
socket. 





What’s new on the market? These pages will tell you. 9 
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Electric Range Units 
Electrical Merchandising, November, 1923 


For converting coal, gas or other 
types of ranges into electric units, the 
Edwin L. Wiegand Company, 422 
First Avenue, Pittsburgh, Pa., has 
brought out a line of “Chromalox” 
range units with pressed steel cas- 
ings, embodying the standard 
“Chromalox” disk plates with wat- 
tages ranging from 1,000 to 2,500 for 
110 to 220 volts. The units are sub- 
stantially constructed, the manufac- 
turer states, and are completely en- 
closed with terminal cover to prevent 
shorts or grounds. 





Battery Charging Device 
Electrical Merchandising, November, 1923 


To meet the demand of radio opera- 
tors for a device for charging storage 
batteries of from two to four volts, to 
be used in connection with the Tungar 
battery charger, the General Electric 
Company has developed and is now plac- 
ing on the market a new adapter. This 
device, it is said, is a resistor of sturdy 
construction, the resistance wire being 
wound on a porcelain tube. It is de- 
signed for mounting on the inside of the 
top edge of the Tungar casing, which 
brings it beneath the cover, where it 
is out of the way and is_ protected 
against contact. 



































Radio Headset 

Electrical Merchandising, November, 1923 
The “Dymac,” Type E, radio headset 
manufactured by the Electrical Prod- 
ucts Manufacturing Company, Provi- 
dence, R. I., is designed to meet the 
popular demand for a quality headset 
at a low price. Descriptive literature 
states that tungsten steel magnets, 
Dymac electro magnets, ferrotype 
diaphragms, aluminum cases, molded 
caps, standard 5-ft. tinsel cord and a 
comfortable headband are features of 
the device. The standard phone is made 
with 2,200 ohms resistance but may be 
obtained as special equipment with 3,000 
ohms. 





Commercial Lighting Unit 
Electrical Merchandising, November, 1923 
Now that merchants generally are 
adopting the “Brighter and _ Better 
Stores” slogan, the electrical dealer has 
a wide field to cover in bringing to 
every store in his community lighting 
fixtures to match the beauty of the 
newly-renovated and redecorated store 
interiors. The Roman Art Company, 
Inc., 2704 Locust Boulevard, St. Louis, 
Mo., is the manufacturer of the attrac- 
tive commercial unit illustrated. It is 
to be used with 200- to 300-watt lamp. 
and is finished in Roman gold but may 
be obtained in any finish desired. A 
special lacquer, the company states, used 
on this unit permits thorough cleaning 
without injuring the finish. 
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Interchangeable Heating Ele- 
ment for Electric [rons 


Electrical Merchandising, November, 1923 

The housewife has found that it is 
quite a problem, on a busy ironing day, 
to have defective heating elements im- 
mediately replaced in her electric iron. 
The Rodale Manufacturing Company, 
265 West Broadway, New York City, is 
making an_ interchangeable element 
which it is said, will fit approximately 
93 per cent of the standard electric flat- 
irons. It is made of fine India mica 
which is not affected by moisture, the 
company declares, and which does not 
give off smoke or obnoxious odors when 
first heated. 




















Electric Bench Grinder 


Electrical Merchandising, November, 1923 
The operating or control button of 
the Hisey-Wolf bench grinder is con- 
veniently located in front of the ma- 
chine with the switch proper completely 
enclosed in the base. This mounting, 
the company points out, insures the 
best possible protection and _ permits 
ready access to all the switch mechan- 
ism by simply removing the cover plate 
without disturbing motor parts. The 
grinders may be obtained in sizes of 4 
and 1 hp., for either direct or alternat- 
ing current. Special features of the 
machine are the safety motor starter, 
spindles of one-piece construction, 
liberal-size flange washers, wheel guards 
of standard dimensions, detachab!e 
water pot and tool tray and adjustable 
grinding rests. 
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Safety Chain for Light- 
ing Units 


Electrical Merchandising, November, 1923 

The F. W. Wakefield Brass Company 
of Vermilion, Ohio, will hereafter equip 
its ‘‘Red Spot” line of commercial light- 
ing hangers with an original type of 
safety chain. This chain is of No. 5 
gage solid brass with the links so turned 
that the joints are off centre, thus over- 
coming the tendency of the links to 
wedge open when subjected to strain. 
The new type of safety link has been 
given the trade-name ‘Absotite,’’ which 
is registered in the U. S. Patent Office. 
Tests quoted by the makers show that 
chain made from the Absotite link has 
approximately double the tensile strength 
of ordinary chain made of an equal 
grade of brass. 





Three-Coil, Geared-Type Front 
and Back Panel Mountings 


Electrical Merchandising, November, 1923 

Among the new radio products re- 
cently brought out by Chas. A. Branston, 
Inc., 815 Main Street, Buffalo, N. Y., are 
the three-coil, geared-type front and 
back panel mountings which, it is said, 
are equipped with substantial gears to 
give vernier adjustment with no danger 
of stripping gears. The mountings are 
made of bakelite and are complete with 
flexible leads. ‘“R-61,” illustrated, shows 
the front panel mounting. 
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Sales, executive and office force of the Danbury & Bethel Gas & Electric Light Company 


Seven of These Men Sold 345 
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Hoovers in 30 Days 


On March 31st this year—in the franchise 
area of the Danbury & Bethel Gas & Elec- 
tric Light Company, Danbury, Conn.— 
800 homes had Hoovers and 2,500 wired 
homes did not. 


A Hoover in every fourth wired home, how- 
ever, did not satisfy Mr. A. W. Baker, the 
new Business Manager. So he planned a 
sales drive to extend over a period of thirty 
selling days and enlisted the enthusiasm of 
his seven salesmen in the project. 

The “bogey” set was 300 Hoovers. The 
first day’s score was 55 sales. And this num- 
ber grew to 101 by the week’s end, climbing 
finally to 345 at the finish. 

The seven salesmen sold, respectively, 57, 
54, 54, 50, 46, 45 and 39 Hoovers —in thirty 
working days! 

They went after a record—and achieved it! 
—in a comparatively small locality, a local- 
ity already well Hoover-ized. They raised 


' THe Hoover Company, 


the average from a Hoover in every fourth 
home to a Hoover in every third home. 


Yet they have been doing a brisk business 
in Hoovers every month since—which 
proves once again the truth of the adage 
that the more Hoovers there are in a given 
territory the easier it is to sell Hoovers. 


Of course the Hoover sales organization co- 


operated, as we gladly do with all Hoover 
dealers. 


The possibilities that exist everywhere for 
the sale of Hoovers are clearly illustrated 
by the results in Danbury. This city enjoys 
no advantages that are not equally present 
in every other city. 


Get the latest details on the Authorized 
Hoover Dealership. Never have we had 
more to offer you than right now. 


Send for a Hoover representative—he will 
call without obligation. 


Nortu Canton, Onto 


The oldest and largest makers of electric cleaners 
The Hoover is also made in Canada, at Hamilton, Ontario 
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Adjustable Grid Leak 


Electrical Merchandising, November, 1923 


The “Bradleyleak” manufactured by 
the Allen-Bradley Company of Milwau- 
kee, Wis., was developed to meet the 
insistent demand, the manufacturer as- 
serts, for a dependable grid leak. It is 
similar in external appearance to the 
Universal Bradleystat and is equipped 
with an adjusting knob which conforms, 
in general design, with the approved 
tapered knob now used in most radio 
equipment. The Bradleystat can be ad- 
justed between the limits of 250,000 ohms 
and 10,000,000 ohms, it is said, or, as 
usually stated, between 3 megohm and 
10 megohms. The base of the device 
is recessed to receive a small fixed con- 
denser which is furnished as an extra 
attachment, if desired. The grid con- 
denser is adjusted to a reputed capacity 
of 0.00025 microfarads. 




















“On” and “Off”? Switch 
for Radio Sets 
Electrical Merchandising, November, 1923 


The new switch made by the Cutler- 
Hammer Manufacturing Company, Mil- 
waukee, Wis., is said to make possible 
the temporary disconnection of the radio 
set without changing the instrument 
settings and to start it working again 
without losing the station for which the 
set was previously adjusted. Accordin 
to the manufacturer, the new switc 
has a positive wiping contact that as- 
sures full battery voltage and that 
cannot become a source of disturbinr 
noises. The switch is easily mounted 
on the panel by boring a single }-in. 
hole, inserting the switch from the back 
of the panel and tightening the nickel 
nut on the front. Two special cup 
washers hold the terminals securely. 





Glass Radio Parts 


Electrical Merchandising, November, 1923 


Because of the non-conducting and 
moisture-proof qualities of glass, Peter- 
son & Hoffman, of Millville, N. J., have 
put on the market a number of glass 
radio parts, including dials, knobs, etc. 
The manufacturers claim that these 
parts are neat and that the lines and 
figures, being moulded in the glass, are 
visible at all times and will not wear off. 
The parts are made with bushings to fit 
all sizes of rods and screws. 














Heavy Duty Dishwashing 


Machine 
Electrical Merchandising, November, 1923 


For use in hotels, hospitals, restau- 
rants, etc., an electric dishwasher has 
been developed by the Crescent Wash- 
ing Machine Company of New Rochelle, 
N. Y. The new machine is known as 
Model FF and is claimed to clean 15,000 
dishes an hour. It is a chain-conveyor 
type machine, designed along the lines 
of the large industrial Crescent washers 
used in factories for cleaning automo- 
bile fenders, forgings, etc. The double- 
revolving wash feature is also included 
in its construction. The new model is 
only 9 ft. long and less than 3 ft. wide, 
is equipped with a 5 hp. motor and 
double chamber, centrifugal pump with 
ring-oiled, outboard bearings. It is fur- 
nished in galvanized iron, copper or 
Monel metal and is complete with 10 
dish racks and 5 combination cup, glass 
and silver racks. 


Portable Lamp With Five Dif- 
ferent Degrees of Light 


Electrical Merchandising, November, 1923 

In addition to its qualities as a prac- 
tical portable lamp, the new ‘“Dim-A- 
Lamp” developed by the Wirt Company, 
5221 Greene Street, Germantown, Phila- 
delphia, Pa., is also equipped with a 
“Dim-A-Lite” socket which permits five 
changes of light and, the company states, 
saves 30 to 80 per cent current. The 
lamp is 13% in. high, with a 3x5-in. base 
and a reflector 54 in. in diameter. The 
lamp, which is made in three finishes, 
brush brass, bronze and ivory, is de- 
signed to clamp, stand or hang any- 
where, it is claimed. Six-color cartons 
for counter and window display are fur- 
nished with the lamp. 























New Attachments for 
Vacuum Cleaner 


Electrical Merchandising, 
November, 1923 

To obtain the highest de- 
gree of usefulness from the 
Model 4 and Model 5 “Ohio” 
cleaners, the United Electric 
Company of Canton, Ohio, 
has brought out a new set of 
attachments, at no increase 
in price, for use with these 
two models. The new set of 
attachments comprises nine 
practical cleaning tools, as 
compared with seven tools in 
the set displaced, and in- 
cludes nozzle attachment, 
hose, fiber connector tube, 
two-piece fiber extension 
tube, suction tool, brush tool, 
blower attachment and rub- 




















ber crevice tool. 





Radio Loudspeaker 
Electrical Merchandising, November, 1923 


An adjusting lever at the base of the 
new W-800 radio loudspeaker recently 
brought out by Betts & Betts Corpora- 
tion, 645 West Forty-third Street, New 


York City, permits, it is explained, easy 
regulation of the speaker while it is in 
operation. The horn is made of a new 
material which is declared to be non- 
vibrating. No auxiliary battery or out- 
side attachments are required and the 
speaker is designed to work on one, 
two or three stages of amplification. 








Radio Socket and Adapter 
for WT-501 Tube 


Electrical Merchandising, November, 1923 
The Radio Research Guild, 15 Clinton 
Street, Newark, N. J., declares that its 
new socket is designed for special use 
with the WT-501 detector tube, to 
render this tube available for use on 
either crystal or tube sets without the 
necessity of discarding any of the radio 
owners’ present apparatus. The com- 
pany has also brought out an adapter 
(iHustrated) to fit the standard vacuum 
tube socket. It has a special nickled 
spring connection for the nickled lead 
wire and a copper spring terminal con- 
nection for the copper lead wire of the 
WT-501. 
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In 3,682,494 


homes— 


The December 15th issue 
of the Saturday Evening 
Post will carry a double 
page spread to broadcast 
the story of the new 
Brandes Table-Talker. 


Six other national maga- 
zines will tell the same 
Surprising story. 


More than three and one- 
half million families will 
know about the new 
Table-Talker—just in time 
for Christmas shopping. 


Get busy with your order 
blank! You’ll soon be busy 
with your orders! 


C. BRANDES, Inc. 


237 Lafayette Street 
New York 


Table « Jalker 


TRADEMARK REG. U.S. PAT. OFF. 


Se. 
OC. Brandcs, Inc. 
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Radio Soldering Outfit 
Electrical Merchandising, November, 1923 


“The need of the radio doctor is 
apparent on all sides on account of so 
many receiving sets not functioning 
properly,” says the M. W. Dunton Com- 
pany of Providence, R. I., in introducing 
its “‘Nokorode Radiokit.” ‘Practically 
nine out of ten sets that have disturb ng 
noises will be found due to loose connec- 
tions. The only solution is to solder 
all connections.” This new outfit con- 
sists of the iron, soldering paste. s'r’n 
of solder, piece of emery cloth and book 
of instructions, ‘‘How to Solder” which, 
in addition to general soldering direc- 
tions, also contains many valuable sug- 
gestions for radio soldering work. 





Audio Frequency Amplifying 


Transformer 
Electrical Merchandising, November, 1923 


Among the new radio apparatus on 
the market is the Type KE, ‘‘Dymac” 
audio frequency transformer manufac- 
tured by the Electrical Products Manu- 
facturing Company, Providence, R. I. 
It is of the enclosed core type, designed 
for high efficiency. The core consists 
of 42 laniinations of pure iron surround- 
ing a_ carefully-constructed moisture 
proof coil wound with a 8 to 1 ratio. 
The coil leads are four-ply silk covered 
and varnished to provide adequate in- 
sulation. The terminals are mounted 
on a formica panel with standard elec- 
trical terminal screws. The amplifica- 
tion ratio ranges, it is declared, from 
20 to 35 times. 


























Variometer 

Electrical Merchandising, November, 1923 
The outstanding feature of the new 
“Shamrock” variometer is the pig-tail 
connections from the rotor to stator coil. 
Both rotor and stator leads have sepa- 
rate Fahnestock connections, permitting 
the use of the device as a _ straight 
variometer or a split variometer. The 
floating stop arrangement employed 
insures, it is said, a full 360 deg. turn 
of the rotor within the stator, thus 
giving the maximum inductive efficiency. 
The device is declared to tune in and 
above 600 meters, which takes in all 
the new high wave lengths. The manu- 
facturer is the Shamrock Manufactur- 
ing Company, 314 Market Street, New- 
ark, N. J. 





Radio Receiving Set 
Electrical Merchandising, November, 1923 


“Radiola VII” is the latest edition 
to the Radiola line of the Radio Cor- 
poration of America, 233 Broadway, 
New York City. This new outfit pro- 
vides two stages of radio frequency 
amplification, detector, and two stages 
of audio frequency amplification. It 
employs five UV-199 Radiotrons. Special 
radio frequency transformers are pro- 
vided, it is said, whereby the entire 
broadcasting wave length schedule now 
in effect in the United States—that is 
220-550 meters—may be covered. This 
receiving set is adaptable to outdoor, 
indoor or loop antenna and may be 
shifted from an antenna to a loop by 
simply turning a knob on the front of 
the panel, the manufacturer claims, It 
is enclosed in a polished mahogany case 


with bakelite panel. All batteries are 
self-contained and the outfit is dry-cell 
operated, requiring no storage batteries 
or charging equipment. 











Multi-Terminal Radio 
Receiver Plug 


Electrical Merchandising, 
November, 1923 

Very often, when the radio fan 
has tried to plug in an extra head- 
set on his radio outfit he has ex- 
perienced considerable _ difficulty. 
To overcome such conditions the 
Howard Radio Company, Inc., 
4248 North Western Avenue, Chi- 
cago, Ill, has brought out a new 
multi-terminal plug which is said 
to provide positive connections 
for all standard receiver terminals 
instantly, by merely inserting the 
tips into the ho!e provided in the 
plug. From one to six pairs of 
receivers may be accommodated. 
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Device for Modernizing Old- 
Style Commercial Units 


Electrical Merchandising, November, 1923 
The open-shade type of lighting fix- 
ture that was popular twenty years ago 
is no longer in general use in stores, 
schools, office and public buildings, but 
in cases where a large amount of money 
for modern lighting equipment may not 
be expended, an _ easily-operated and 
fool-proof device to bring these old-type 
fixtures up-to-date has been brought out 
by the Adapta-Unit Company, 701 Ful- 
ton Street. Chicago. The new device 
consists of a metal globe-holder that 
can be instantly attached to the shade- 
holder of any one-light ceil'ng fixture 
or pendant. This globe is held in posi- 
tion by three metal fingers which suP- 
port the bowl from the inside without 
clamping it, thus preventing breakage 
from expansion of the glass when heated. 
All three of these supporting fingers 
are operated by a single lever projecting 
from the side of the Adapta-Unit. A 
gless diffusing bowl in 100-150, 200 or 
300-watt size accompanies the unit. 
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Electrically-Driven Horse- 
Clipping Machine 


Electrical Merchandising, November, 1923 

Chicago’s Dobbins of the mounted 
police department are now kept shining 
with the aid of a vacuum-cleaner style 
of curry comb, the latest fashion, it is 
said, in horsedom circles. The Coates 
Clipper Manufacturing Company, Wor- 
cester, Mass., is the manufacturer of an 
electric horse and sheep clipper which 
is equipped with a suspended or ver- 
tical type motor and 8 ft. of Coates 
“Flex-shaft.” Only one man is needed, 
in the use of this device, to clip or shear 
horse and sheep. 
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Electragists at Washington 
Discuss Merchandising 
(Continued from page 3779) 


contracting and merchandising busi- 
ness,” M. H. Johnson, Utica, N. Y., took 
the affirmative and Louis Kalischer, 
Brooklyn, N. Y., the negative, the 
leaders being supported by general dis- 
cussion from the floor. 

The decision was given for the 
affirmative, the general conclusion be- 
ing that, even though profits from the 
sale of electrical merchandise at the 
present time are small, an appliance is, 
according to common experience, of 
great advantage to a contractor because 
it brings him into contact with a large 
number of persons and is a feeder for 
his contracting business. 

The other debate was on the question 
of whether a reduction in insurance 
rates for super-standard electrical in- 
stallations would be in the interests of 
the public and also tend to improve the 
quality of all electrical construction and 
build up good will for the industry. L. 
K. Comstock of New York led the de- 
bate for the affirmative, and F. J. T. 
Stewart, secretary of the New York 
Board of Fire Underwriters, for the 
negative. Mr. Comstock maintained 
that since a reduction in the insurance 
rate is given for sprinkler systems, fire 
doors, heavier fire walls, etc., a reduc- 
tion should also be given for super- 
quality in electrical construction. The 
inspection cost, he believed, would be no 
greater because the inspector would 
need only to look for conditions as they 
exist and rate them according to their 
value for fire prevention; moreover, 
such a standard ‘should have great value 
to the electrical industry by inducing 
more intelligent competition on the 
basis of quality. 

Mr. Stewart claimed that any rate 
reduction possible for super-standard 
construction would amount to too little 








to justify the cost of maintaining such 
standards and in fact would only set 
up another standard which would be 
immediately adopted by municipalities 
and result in establishing a single min- 
imum standard, though on a higher 
plane, through the weakening of public 
confidence in the present standard. The 
losses on electrical installations made 
in accordance with the present stand- 
ard, he said, are so small it would not be 
worth while setting up a super-standard. 

R. A. Lundquist, chief of the elec- 
trical equipment division, Department 
of Commerce; E. C. Crittenden, chief of 
the electrical division, Bureau of Stand- 
ards, and F. T. Cartwright, secretary 
of the building code division, Bureau 
of Housing, acted as judges of the 
debate. In rendering the decision the 
judges agreed that a rate reduction 
for super-standards was desirable but 
that its feasibility had not been proved. 


Cempensation for Merchandising 
Distribution 


Throughout the meeting the subject 
of merchandise distribution and com- 
pensation for services rendered was 
constantly being brought up for dis- 
cussion. Finally at the suggestion of 
Earnest McCleary, Detroit, a committee 
consisting of Mr. McCleary, W. L. Good- 
win, J. S. Tritle and Franz Nielson was 
appointed to consider the subject and 
make a recommendation to the meeting 
as to whether any definite study should 
be made of this problem. At the last 
session this committee recommended 
that the president appoint a_ special 
committee of three to undertake a 
thorough study of the subject and re- 
port to the executive committee. The 
following were assigned to this work: 
Creighton Peet, New York; Joseph 


Fowler, Memphis, and J. G. Crosby, 
Philadelphia. 

The next convention of the associa- 
tion will be held next year on Oct. 5 at 
West Baden Springs, Ind. 








Four selling stars in repose at French Lick 


Springs, in Indiana. From left to right 
they are: J. M. Rodger, ‘‘Handsome Jack,” 
of the McGraw-Hill Company; August 


Jaeger, the man of analytical ability with 


the Edison Electric Appliance Company ; 
George Purvis, head-master of the Hurley 
School of Salesmanship for Dealers, and 
H. T. Van Riper, battle-scarred hero of the 
“Hot Point” line. 


Lawrence W. Davis, former field di- 
rector for the Electragists’ Association, 
has been appointed secretary and gen- 
eral manager of the organization, suc- 
ceeding Farquson Johnson who will 
hereafter devote his entire time to the 
body’s official journal The Electragist. 





The Voye Electric Supply Company, 
of Boston, has moved into new and 
larger quarters at 200 Congress Street. 


The Risdon Electric Company, for- 
merly of Normal, IIl., has moved to 103 
West Monroe Street, Bloomington, III. 


W. P. Klein has opened a new retail 
electrical shop at Woodlawn, Pa. 


H. W. Peters, formerly vice president 
of the Hughes-Peters Electric Company, 
is now associated with the Pettigrew- 
Peters Company, 464 North Park 
Street, Columbus, Ohio. The company 
specializes in refrigerating, pumping, 
power, electric and conveying equip- 
ment. 

The Brandes Products Corporation, 
194-204 Mt. Pleasant Avenue, Newark, 
N. J., has officially started production 
at its new Newark plant. The company 
was only recently incorporated, with a 
capital stock of $250,000 to operate 
as the manufacturing division for 
C. Brandes, Inc., 237 Lafayette Street, 
New York, N. Y. The Products com- 
pany occupies a two story brick build- 
ing of modern mill construction, with 
total floor space of about 46,000 square 
feet, which is being rapidly equipped 
with various types of punch presses 
ranging from 5 to 50 tons capacity. 
Complete hardening and nickel-plating 
plants will be installed. Up-to-date 
grinding, buffing and automatic lathes 
departments will form of the plant 
equipment. There will also be an up- 
to-date research laboratory with sound 
proof room and complete testing equip- 
ment under the direct charge of C. E. 
Brigham, chief research engineer. 
H. Stephenson, plant manager, is in 
charge of production, with offices lo- 
cated at the plant. D. H. Moss, 
director of plants will maintain his 
office at 237 Lafayette Street, New York 
City. 

C. E. Dunbar, for the past fifteen 
years in the office-appliance field, has 
been appointed general sales manager 
of the American Radio and Research 
Corporation (Amrad) with headquar- 
ters at Boston. Mr. Dunbar takes over 
charge of sales while the Corporation 
is changing its entire selling plan and 
building a large national organization 
to merchandise Amrad radio equipment 
direct to the consumer. The company 
is being divided into territorial divi- 
sions with headquarters, from which 
sub-branches will be directed. Twelve 
offices have already been opened. Previ- 
ously Mr. Dunbar was connected with 
the Royal and Underwood Typewriter 
Companies, as well as the Dalton Add- 
ing Machine Company. For the past 
five years he has been general sales 
manager of the Noiseless Typewriter 
Company. 
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